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ake FLIT success 
YOUR success 


Ww f ‘THE Flit proposition is unbeatable— 
bE C4 a wonderful product backed by a 

sw whale of an advertising campaign—the 
largest ever run on a household insec- 
ticide. | 











Build up your net profits by concentrat- 
— ing your display and selling effort on a 
product that has demonstrated itself as 
a leader, a fast repeat-seller, a profit-maker 
—a product that is a real sales sensa- 
tion. Gain the extra profit of Flit 
quantity deals. Order now! 
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SIZES and PRICES 






REC.U.S Par of, Half Pints (with mouth sprayers) .... $ 4.00 per Doz. 
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2 Ris $ 6.00 per Doz. 
Combination Packages (pints with hand 

5 4) ch stake eats oad ..$ 9.00 per Doz. 

—Y/ Se eererrer rere $10.00 per Doz. 
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F e 2 43 — Hand Sprayers (lithographed) ...... $ 3.00 per Doz. 
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You like the ‘‘feel” and “balance” of good 


tools. So do your customers. 


There is a “feel” to QG@l@Q@aant Stocks and 
Tap Wrenches that 1s 
lacking in cheaper 
Screw Plates. They 
are properly balanced 
—their great strength 
is a matter of design, 
not mere weight. 


The handles are 
knurled to afford a 
non-slipping grip. 


They are knurled right—not too fine, so the 
scorings fill up—and not so rough that they 
“heat” the hands and cause callouses. 


The Tap Wrenches are drop forged from steel. 


They won't break, like cheap cast iron wrenches 
that look the same. The jaws are of tool steel, 
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No taps slip out of 
Tap Wrenches, yet since they are 
made to gages, they never stick like cheap 
wrenches. 


hardened and tempered. 


And the finish—the 
bright parts are beau- 
tifully polished and 
the bodies handsomely 
mottled, 


IXvervone knows that 
it pays to handle goods 
of fine quality, and 
thoughtful hardware 
men know also that a 
hardware store’s reputation may be made or 
broken quicker by the tools it handles than 
anything else. 


Gittle Gir Screw Plates are reputation build- 
ers. Check over your stock—How about a 
display stand? 
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Greenfield Tap & 


Die Corporation, 

















GREENFIELD § TAP AND DIE 
CORPORATION 








Greenfield, Mass. 








GREENFIELD. 
New York—15 Warren Street 








Detroit—224-226 W. Congress St. 
Canadian Plant—Greenfield Tap & Die Corporation of Canada, Ltd., Galt, Ontario 
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Every painter. 
wants to know 
how to break up 


Eagle White Lead 


in less than 
10 minutes 


ASTER painters everywhere 
want to know about the new 
time-saving method for breaking up 
Eagle Pure White Lead in less than 


ten minutes. 


This break-up, possible because of 
the special design of the Eagle keg, and 
the uniform consistency of Eagle, is ex- 
plained and described in full detail in 
our instruction card. Keep a supply of 
these cards on hand for the convenience 
of your customers. Hang one promi- 
nently in your store—it will help boost 


your sales of Eagle. 


Write today for a free supply of in- 
struction cards explaining the quick 
break-up. The Eagle-Picher Lead 
Company, 134 North La Salle Street, 
Chicago. 


EAGLE 


PureWHITE LEAD 


OLD DUTCH PROCESS 


+ 


- SOR MIL nae ee 


Pad aN so ey or ut sil A Pt an re " 
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Hang this free instruction 
card on the wall of your 
store. Write for it TODAY. 
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“We have 


had more success 
with Eveready Columbias” 



































Electric Garage, Ennis, Texas 


THIS is what M. M. Sharp, owner of going to continue handling advertised 

the Electric Garage, Ennis, Texas, lines.” 

says about Eveready Columbia Dry There’s a forceful, vigorous, con- 

Batteries: vincing national advertising campaign 
“I have used practically all makes of behind Eveready Columbias. Order 


dry batteries and have had more suc- ‘om your jobber. 
cess handling Eveready Columbias NATIONAL CARBON COMPANY, INC. 


; ; New York San Francisco 
because they are nationally advertised 4 uonta Shienes Kansas City 
and have less sales resistance. We are Unit of Union Carbide and Carbon Corporation 


EVEREADY 


COLU MBIA - 
Dry Batteries 


- they sell faster 
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“HOW I SELL A DISSTON THIN 
BLADE, FLEXIBLE, FINISHING TROWEL’ 


The Hardware Store Veteran Gives You the Benefit 
of His Experience 


April 28, 1927 


A POPULAR LIGHTWEIGHT 
DISSTON NO. 7 


Henry Disston’s original saw—the 
No. 7—in a Lightweight Model. 

Lighter in weight; less width to 
the blade; a full-polished handle on 


a polished blade. 

Improved in appearance! A hand- 
some tool—and a useful one. It will 
run easy, cut fast, and hold its edge 
with any saw on general work. 

You should have it in your stock 
and on display. 





rial 
Disston No. 7 Lightweight (Ship 
Pattern) Saw 





There is so little difference in 
price between this No. 7 and a cheap 
saw that many a customer can be 
influenced to buy it just by show- 
ing it. 

And carpenters know its worth. 
Many of them have used the No. 7 
for generations. So this Light- 
weight with its new finish will ap- 
peal to them. 





E. N. HOWELL 


25-YEAR CLUB MEMBER 
A DISSTON DEALER 
SINCE 1854! 


“My father, George L. Howell, 
and his brother-in-law started in 
partnership in 1854. I came into 
the store in 1880 as a clerk. 

“The writer later took over the 
interest of both partners and still 
owns and operates it. 

“My understanding is that the 
firm handled Disston Saws from the 
time they first went into business. 
We have sold Disston Saws to four 


generations.” 
E. N. HOWELL, 
E. N. Howell Hdwe. Co., 
Dixon, IIl. 


Join! 


If your store has been selling 
Disston Saws for 25 years or more, 
you are eligible for the Disston 25- 
Year Club. Write for application 
blank. 





“Mr. Plasterer (the veteran is 
talking), you remember, as I do, 
when your plaster was a stiff, heavy 
substance. It took a heavy trowel 
to key it to the lath. A thin, flexible 
blade would have been easier to 
work with, but the pressure you 
would have to put upon it would 
turn the edges, leaving an uneven 
surface. 


“But today’s patent plaster solves 
that difficulty—and the thin-blade, 
flexible trowel does a better job, and 
is easier on your arm. 


“Now, look at this Disston No. 28. 
Note that the blade is perfectly flat. 
There is no concave surface. That 
blade is made flat because IT 
WILL STAY FLAT. It is Disston 
Steel and no allowance has to be 
made for bending in use. 

“Notice, too, that the steel blade 
is thinner at the edges. More flexi- 








Disston No. 
blade Flexible 24-Gauge 


bility there! You can get that ‘paint- 
brush’ sweep which gets work done. 


“And, finally, I want to say to you 
that this trowel by actual test will 
last half again as long as any trowel 
that you can buy.” 


Ask your jobber about Disston 
No. 28 and No. 38 Thin-Blade, Flex- 
ible Finishing Trowels. 


38 Thin- 
Finishing Trowel 





A NOVEL DISPLAY FOR YOUR WINDOW 





A hand that is almost human, 
sawing a block of wood with one of 
your regular stock Disston Saws— 

All attached to the glass in your 
window. That is the novel display 
which Disston is now offering free 
to hardware dealers. 


Here is what you get free: 


1 hand cutout, lithographed in 
natural colors. 


1 block of wood. 
1 small Disston sign. 


3 vacuum cups for attaching to 
window glass. 


3 printed circles which go 
around vacuum cups. 


All sent prepaid with complete in- 
structions for installing. 


Send a postal for it. Takes but a 
few minutes to install, and it will 
certainly attract attention, and cen- 
ter interest upon saws. 


The display can be used with any 
model Disston Saw. 


Published by HENRY DISSTON & SONS, INC., Makers of “‘The Saw Most Carpenters Use,"” PHILADELPHIA, U.S. A. 





April 28, 1927 


6 HARDWARE AGE 


Can you furnish your custom- 
ers with all designs of blind 
hardware? 


To hang shutters or blinds 
is not a simple task. Frame 
verevat-tigtletdelima-lelllig-t-eelal-m ad el— 
re) Met ial? (-eeem ela le) @mmelelal-jialleti(elae 
another. Peculiar structural 
exeyaretidielat-Mma-i¢[0lia- Me e-lar-bilel at 
in each style. 





Features of Stanley Blind Hardware 


1. Mostcompletelinetobehad. 3. The Stanley Hardware Cat- 
2. Fifteen standard types of alog No. 41, pages 335 to 


hinges from which to make 
selections for your require- 
ments. These types are 
suitable for almost every 
condition. Special offsets 
and bends to fit unusual 
structural conditions can be 
supplied on request. 


351, shows the variety of 
hinges and fasteners avail- 
able. 


. For conditions where this 


hardware will not meet the 
requirements, send us a 
sketch and we will suggest 
[a solution. 








THE STANLEY WORKS, NEW BRITAIN, CONN. 
New York Chicago San Francisco Los Angeles Seattle 
Lag screw and adjustable back 


[ STAN LEY ] plate for frame construction. 
(Sw) Drive pin for brick and stucco. 
wo 4 


STANLEY HARDWARE 


MADE OF STANLEY STEEL 


Stanley Wrought Steel 
Shutter Turnbuckles 
Nos. 1685—1686 
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For Poultry Parks 


Year ‘round Profits from 


This All Around Netting 


LU’. S. Poultry Fence really knows no selling season. Because of its 
wide variety of uses it is in demand the year ’round. 


For Garden Enclosures 


Its superior construction makes it universally favored for every pur- 
pose, be it for poultry parks, tennis courts, stucco reinforcement or the 
score or more other uses to which it can be put. 


This bigger, broader market means increased sales for the dealer. It 
means year round profits---more rapid turnover. 





For Kennels and Cages Every day brings new uses for U. S. Poultry Fence. There is scarcely 
a farm, a home, a store, a factory or a warehouse that does not have 
some need for it for one purpose or another. The dealer who discovers 
these varied avenues of distribution and recommends U. S. Poultry Fence 
realizes profits accordingly. 


U. S. Poultry Fence costs you no more than ordinary netting. Yet, it 
commands a better sale price and gives you a wider margin of profit. 





There is a demand in your trade territory for this better poultry net- 
ting. If you have not been getting your share of this profitable business, 
now is the time to start. Representative jobbers in 83 cities maintain 
complete stocks. If you do not know the U. S. Poultry Fence jobber in 
your territory, write us for his name. 


This year specify U. S. Poultry Fence---not just ‘‘poultry netting.’’ 


Indiana Steel & Wire Company 


Muncie, : Indiana 





For Pigeon Pens 


US. 


“She Netting Shat Stands@1loze” 
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WHEELBARROWS 


Meet the Spring Selling 
Season with This New 
Bull Frog Garden Barrow 























The new and improved No. 6% Bull Frog Garden 
Barrow features a short wheel axle instead of the old 
style long spindle. This makes the barrow more rigid, 
stronger and easier to handle. Here is that “‘real wheel- 
barrow at a sensible price” you have been looking for. 
It includes more for the money than you ordinarily see 
in a garden barrow. Made of seasoned, selected stock, 
it is light but with no sacrifice of strength. It runs 
easily on the genuine patented Bull Frog “Never-Break”’ 
wheel. The leg braces form shoes protecting the legs. 
Balanced perfectly. Painted a flashy red and neatly 
stenciled, it pleases the eye. Now is the time when 
garden barrows have the call. Ask your jobber, or write 
us for specifications and prices. 


The Toledo Wheelbarrow Company 
Toledo, Ohio 


Branch Offices and Warehouses 


PHILADELPHIA CHICAGO 
233 North 12th St. 69 E. Wacker Drive 





The Bull Frog line in- 
cludes everything you 
need in barrows, carts 
and scrapers for every 
construction, mill, mine, 
industrial, garden and 
general use. Write for 
catalog. 
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Radiona Dealers 
This Year Will Establish 


new high sales records on 
Home Warmers. 


Thousands of satisfied Radiona own- 
ers are now telling their neighbors 
and friends how the Radiona solved 
their heating problems, of the greater 
comfort they afford, the great beauty 


and low operating cost. 


These thousands of Radiona Boosters 
will produce a bumper crop of Radiona 
Prospects for you. 


We'll Help You Sell ’Em 


Our interest in your success does not cease when you 
become a Radiona dealer. We plan, write and mail to 
your heater prospects a series of five “Follow Up’ 
letters which completely tell the Radiona story and so 
thoroughly enthuse them in the superior merits of the 
Radiona that no other heating appliance will satisfy 
them. 


You can sell these wonderful Home Warmers on long 
terms and at the same time get your money and profits 
at once, by selling on our easy time payment plan. 


The Radiona Franchise is open in a few towns. 


ROCK ISLAND STOVE CO. 


ROCK ISLAND, ILL. 
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© Quiet, smooth running 
windows free from sash cord 
troubles, are windows hung 


on Samson Spot Sash Cord. 






































Noiseless and Durable 


Samson Spot Sash Cord* 
outwears all substitutes 


There is no friction of metal against metal to 
make noise and increase wear. Instead there is a 
tough, flexible cotton cord, solidly braided of extra 
quality cotton yarn, smoothly finished, uniformly 
cylindrical, and free from imperfections. 

When properly installed, Samson Spot Sash Cord 


will give constant, care-free, noiseless window service 





for more than a generation. Q | 
; , SAMSON SPOT CORD 
The Colored Spots are a trade-mark, used only with ‘ } Trade-Mark Reg. 
P J. S. Pat. Of, 


this extra quality. 

When a customer asks for “Sash Cord” show him 
Samson Spot Cord. It will give him the most service 
per dollar. The cost of replacing a single broken 
window cord is often more than the difference in first 
cost between Spot Cord and the cheapest kind for a 

















whole house. 


Catalog free 


Shows you the “difference in 
sash cord” and lists correct cord 
and pulley sizes for various 
weights. Also illustrates and de- 
scribes our other sash cords and 





here ic tHerenc solid braided cords of all sizes 
7 here vg a Difference and kinds, for all purposes. Send 
in Sash Cord for it. 





SAMSON 2 WORKS 


88 BROAD STREET fi) BOSTON, Mass. 


MARK 


TRADE 


nee oe 





- —--- wage 
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Men 
who know tools 
know Mr. Punch 


M* PUNCH is an old friend to 
it carpenters, cabinetmakers, and 
handy men. And even those tool 
buyers who don’t know his reputa- 
tion for clean, quick, easy boring, 
through soft or hard wood, wall 
board and plaster, buy this good 
automatic drill with little selling. 
“You Push—He Twists”’ is the 
story that tells of the automatic re- 
turn that makes fast drilling easy. 
The magazine handle, with sepa- 


rate compartments for each of the 


( ,PODELL-PRATT make a complete line of fine tools 
~ for carpenters, machinists and mechanics. No finer 
tools are made than those bearing the name Goodell- 


Pratt. Catalog showing the full line will be mailed 
on request. See our current advertising in Pop- 
ular Mechanics, Popular Science Monthly, 
Carpenter, Auto Trade Journal, Motor 

Service, American Machinist and 

Machinery. 


GOODELL-PRATT COMPANY 
GREENFIELD, MASS. 


Looks the y 
G 





eight 1-16 to 11-64th drill points, is 
a feature that grips the interest of 
everyone who loves good tools. Turn 
the handle cap to the size wanted, 
and the point drops out. 

Mr. Punch is polished and highly 
nickeled—mighty good to look at, 
as well as to work with. His handle 
is knurled so you can take a good 
grip. The eight fluted drill points 
are included in the price. 


MR. PUNCH 
List price 


$2.75 


‘a 


et oF 3 
$ 
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OODELL PRATT 


1500 GOOD TOOLS 
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All Hands Point to 
\\ the Trade Mark of 
\\\ cull), Worth While Tools 

































The PEXTO name on a tool is impor- 
tant. It identifies our products and is 
your assurance of quality. Yes, it is even 
more—it is a mark of responsibility and is 
backed by over one hundred years of tool 
making experience. 











That’s the reason why the PEXTO 
Samson Bit Brace has found favor with 
Carpenters, Plumbers, Machinists and 
other trades, also Mine and Oil Field 
Operators. It is the original and genuine 
Ball Bearing Brace and has been the 
Mechanics’ choice for several years. 





There are many other tools in the ex- 
tensive PEXTO line that are equally pop- 
ular with the trade. You should have our 
No. 26T catalog handy for ready refer- 
ence. 


THE PECK, STOW & WILCOX COMPANY 


Southington, Conn. 
e U. S. A. 





1 





No. 8000D series, with box ring 
ratchet—sizes 8, 10, 12, 14 and 
16 inches. 


No. 8200D series with concealed 
ratchet—sizes 10, 12 and 14 
inches. 
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The Best Known 
and Known as 


THE BEST 


PERFECT 
TEMPER 








aN 
Summer 
7 
Ly: 
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» Autumn 
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- Outdoor life 
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Requires Axes and Hammers 


A good, forged, “Hand Made” Ball Pein 
Hammer 1% Ib. head; heavy enough for any 
work around the car. 


Light weight handled axes are indispensable 
for CAMPERS and MOTOR TOURISTS. 


The ones illustrated are DEPENDABLE FORGED 
STEEL Quality Tools, with practical but INEX- 
PENSIVE FINISH. 




























“Hand Made,” 134 Ib. head, 24 inch handle 
“Hand Made,” 2% lb. head, 28 inch handle 
“Hand Made,” 234 lb. head, 28 inch handle 








“Hand Made,” 2% Ib., 
19 inch handle. 
“Hand Made,” 234 Ib., 

19 inch handle. 










“Trooper” Axe 
1% lb. head, 14 in. handle 


Kelly Axe & Tool Co., Charleston, W. Va. 
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A better washer 


Every nozzle is equipped with 
a Mueller “Neverlose” threaded 
rubber hose washer. It stays 
put. It is never lost. It saves 
annoyance and inconvenience. 


(Original in three colors) 





Hundreds of Thousands of M ueller 
RED BAND Nozzles Sold First Year 


No ordinary hose nozzle could invade a highly 
competitive market its first year and succeed only 
on pure merit. The Mueller Red Band Nozzle is 
made by a new, improved method of. brass working 
—forged under 300,000 pounds pressure. Stronger 
and more durable than cast or wrought brass. 
There can be no flaws—it’s leak proof. 


We even designed a better washer to serve with 
this better nozzle. We gave the nozzle a coat of 
nickel to make it tarnish proof. Then we added a 
strip of “Duco” red—the Mueller Red Band—to 
make it distinctive on the dealer’s counter and in 
the minds of consumers. 


Put out in distinctive display boxes—10 to a box. 


Order through your jobber. If he cannot supply 
you, write us. 


MUELLER BRASS CO. 
Port Huron, Mich. 


(Detroit District) 


Three Generations of Brass Making 





Trade Mark 


MUELLER RED BAND NOZZLE SELLS ITSELF 


Reg. U. S. Pat. Off. 
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(The Apprentice): “/ 
noticed that you fellows 
who had a real, fine set 
of tools all had Maydole 
Hammers. So when the 
hardware man _ recom- 
mended it I bought one, 


99 


- (The Old Timer): “Well, believe me, son, 
the man who sold you a Maydole did you a 
good turn. It’s the finest hammer built, 
and my father and grandfather said the 
same. Head press-forged of tool steel; 


YOUR HAM 


May 














“and so I bought 
a Maydole, too” 


handle of clear, second-growth hickory, 
air-dried, and put on there for good. I 
tell you there’s none like a Maydole.” 


(The Apprentice) : “And what a peach of 
a hang. I sure am proud of this hammer, 
and the store that sold it to me gets my 
business. They know tools.” 


Maydole quality and the Maydole reputa- 
tion is of real and lasting value to you. 


Be sure your stock is complete. Get in 
touch with your jobber, and write us for 
Catalog and Pocket Handbook 23 “‘C’’. 





ole 


Hammers 


The David Maydole Hammer Co..Norwich NY 
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No. 40 


Outer body 16” dia., 19%” high. 
Inner pail 12%” dia., 18%” hig): 
(Approximate capacity 10 gallons.) 





No. 5—All Metal “Ajax’”’ 
Receiver 


Outer body 15” dia., 24” high. 
Inner pail 14” dia., 22” high. 
(Approximate capacity 15 gallons.) 


Help Your Customers fen 
Solve Their Garbage 2 te 


Disposal Problems— 


TOW them the “Green+Top” Line of Underground 
wg Garbage Receivers. Point out that this method of 
Gees} garbage control does away with all the inconve- 





Special Notice niences of the old-fashioned garbage can. Flies do not buzz 
around the Sexton because the odors that attract them are 
Greatly increased pro- sealed in. Cats and dogs cannot strew the contents around 


duction | nateriallv the yard. The can is underground and out of the way. Show 
uction Nas materially your customers how easily the Sexton operates—a slight 


decreased costs. pressure of the foot opens it. 


a rr on You need not explain the quality. They will see that for 
Send for new low prices themselves. Furthermore the Sexton Ajax Line is guaran- 


teed to give service for years. 


You are looking for a profitable item like this ; put in a small 
stock and you'll be pleased with the results. 


SEXTON CAN CO. 


31 Cross Street Everett Station, Boston, Mass. 
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It’s not only the name of a 
profitable line of merchandise 
EVEREDY —but also the description of 
Bottle Capper 


The most widely used capper in America 
today. Caps any size bottle quickly, se- You know the goods—are 


curely and with no trouble at all. All fami; th thei * 
steel construction with non-stretch post. amiliar with their many merits 


Heavily nickeled. Prices $1.50, $1.40, —perhaps have enjoyed the 
$1.35 and $1.25, a reduction of 15 to profits they bring to all who 


25 cents from last year's prices. 
make some effort to display them 
—but are you aware of what we 
are doing to make their sale 
easier and hence more profitable 
to you? 


a service. 


Everedy service takes several 
forms—advertising in national 
magazines and large city dailies, 
dealer helps of the established 
kind, and personal cooperation 


~,* —— whenever it is possible. 

EVEREDY J — | ; 
Strainer Set u. Sa . All three Everedy items are 
A wonderful help to the —— helpful aids in home preserving 
housewife when putting up Neatly packed and bottling, and Can be sold as 


jellies, preserves and sauces. in individual ’ R 
Minimizes waste. Does a _ display carton. a unit almost as easily as you can 


better job easier. Consists of Price com- sell anv one alone. 
Stand, Strainer bag and Fil- plete $1.25. . 
ter bag. Fits any size ket- 
tle or crock. Folds up . 
on: ab in ene. Write for catalog and 
proof sheet of dealer 


cuts 


The Everedy Co. 
Frederick, Md. 


EVEREDY 

Syphon 

Filter | 
A new addition to the Everedy family. A ; 
— aid my ripe : Filters =, it Recipe Book Free 
syphons as easily and quickly as syphoning a : ae 
alone. Consists of metallic float, filtering —- Rea Mny gy ey 8 age 
cloth disc, stretcher ring and hose clamp mailing cards to give to your cus- 


—hose eo ee a display tomers. Each card entitles sender to 
: : UU. a free copy. 
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OU INSURE against death, accident, 

fire, burglary and tornado. But, what 

insurance do you.carry for the contin- 
uous patronage and lasting good will of your 
customers, and the permanency of your busi- 
nessP 


SATISFIED CUSTOMERS are your great- 


Varnish 
Profiis~ 


est business asset. You can insure for vour bus- 
iness satisfied Varnish customers — which 
mean increased and permanent business, with 
greater profits — by recommending and selling 
Martin’s 100% Pure Varnishes. 

THE FORMULA ON EVERY CAN 1s your 


assurance of the very finest quality in Varnish. 
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“Know What You Buy’ 


NO BENZINE-NO ROSIN 


se 
6 me 








ey Me ee: 


on 


Se es 


= 


ee sap ala 


> 


ere RE: 


ESTABLISHED 1878 












































SRS REMY 


~ 
ao 





ONE GALLON U.S, MEASURE 





7 


Ee jee 





te d 
s wets Ass, 








a 


eth ¥ 


April 28, 1927 HARDWARE 


HU 


Get the losers” 
out of stock ! 


HELF-warmers cost you money! 


Interest, depreciation—general carry- 
ing charges, amount to fully 10%—a real 
loss per year! . 


Stock simplification gives the shelves to 
money-makers and stops the losses! 


The Pittsburgh Plate Glass Company 
paint and varnish lines include no shelf 
warming colors or sizes! 


We practice stock simplification and 
help dealers to do likewise! 


Talk it over with our salesman! 


A 3985 


PITTSBURGH PLATE GLASS CO. 


Paint, Varnish and Lacquer Factories, Milwaukee, Wis. Newark, N.J., Portland, Ore., | Los Angeles, Cal. 











L2-°-Pf Products 


Glass-Paint-Varnish-Brushes 
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‘alike as peas ina pod” 


does not apply to paints 


OTS of people still think that 

different brands of paints are 

like so many peas in a pod—all 
alike in quality. 

No wonder. For on the shelf in 
your store, no one can detect any 
difference in quality. Even when 
you open the cans, the contents 
may look equally good. 

But just apply several brands 
of paint and you'll see pretty 
quickly how paints differ. You'll 
see how easily and economically 
the quality paint spreads. How 
completely it covers the old sur- 
face. How, after months or years 
in use, it stands up in color, 
beauty and permanence of finish. 


Take house paint, for 
instance 


Take, for example, Devoe Lead 
& Zinc House Paint. Tests prove 
it excels 3 ways—in durability, 
beauty and economy. 

The weather machine test 
proves its durability. Panels cov- 
ered with Devoe Lead & Zinc 
Paint are tested on a “weather 
machine” and subjected to the 





same conditions that house paint 
must meet in actual outdoor use. 
Under this gruelling test of dur- 
ability, Devoe Lead & Zinc Paint 
must and does show—in advance 
—that it will protect and beautify 
your home through the maximum 
number of years of outdoor ex- 
posure. 

The pigment test proves that 
White Lead and White Zinc— 
the only pigments used in Devoe 
—are superior to all other pig- 
ments used in house paint. 

The economy of Devoe is 
proved by the spreading test. If 
identical quantities of several 
brands of house paint are applied 
to similar surfaces, there is a sur- 
prising difference in the areas 
they cover. Tested by practical 


DEVOE 


Paints, Varnishes, Stains, 
Lacquers, Enamels, 
Brushes, Artists’ Materials 


painters and _ scientific labora- 
tories, Devoe Lead & Zinc House 
Paint not only covers better but 
spreads further. As a result, fewer 
gallons of Devoe Paint are re- 
quired for any given paint job. 


Devoe Quality the result of 
173 years’ experience 
How amazing that such differ- 


- ences in house paint should exist! 


But just as this test has proven 
the superiority of Devoe Lead & 
Zinc House Paint, other tests 
have proven time and time again 
how every Devoe Product excels, 
whether it is a varnish for the 
floors, a stain for the woodwork, 
an enamel for the furniture, or a 
house paint. Of course, leader- 
ship in quality is to be expected 
from Devoe, for Devoe, with its 
173 years of experience, is the 
oldest paint company in America. 


Devoe & Raynolds Co., Inc. 
General Offices: 1 W. 47th St., New York 


The oldest paint and varnish house in America 
173 years old—founded 1754 
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7, 1927 
The Saturday Evening Post, May 
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Look for this advertisement in 
The Saturday Evenin g Post on May 7th 


Two pages in color to carry the story of the 
biggest idea in paint selling that has been pre- 
sented in ages. 

The first spread which appeared on April 2nd, 
was like opening up the flood gates—we’re 
swamped and our dealers are as busy as a one- 
armed painter with the hives; all because we gave 
the public something that they wanted. 

The Pee Gee Color Selector is actually selling 
more paint for dealers than anything they have 
ever tried before. | QS 

And the Color Selector is but a small part of VARNIS Se 
the livest sales promotion plan you ever had any- ; 
thing to do with. 

It won’t obligate you in the least to get the 
full details—write today. 


Peaslee-Gaulbert Company 


INCORPORATED 
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\\, 7 HEN you are tempted by a “low price” and 
Y alluring promises to use “cheap” paint on your 
house—STOP! There's a joker in every can. 


It may look like paint. It may smell like paint. But 
if it sells at a “cheap” price you can decide that it is 
made of poor or skimpy materials. And a poor paint 
is the most costly paint you can put on your house. 


Let the “‘formula’’ prove it 


There is one way to prove that a “low price” house 
paint is merely an inferior paint. Insist upon 
seeing the formula, either on the can or 
in the literature. Then compare it with the 
formula of fine old SWP which you will 
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There's joker 
in the cheap paint can! 


dient is used in the average “cheap"’ white paint. 

Zinc oxide, another costly pigment, is the next essen- 
tial ingredient. A liberal percentage of zinc oxide com- 
bined with a large amount of white lead makes for a 
balanced formula—such as the formula of SWP Out- 
side Gloss White House Paint. It assures a finish of 
superior wearing quality. 

More than 90% of the pigment content of SWP 
Outside Gloss White is made up of these two impor- 
tant ingredients—white lead and zinc oxide. 

In the majority of “cheap” white paints 
you will find only 50% or less. 


It is the liberal quantity of this expensive 










always find openly printed on every can. 
Note the big percentage of White Lead 
Carbonate and White Lead Sulphate used in 
SWP Outside Gloss White House Paint 
White lead should be the basic ingredient 
of all white paint and light tints. It is to 
these paints exactly what flour 1s to bread. 


See how much less of this basic ingre- 





SWP covers 
“360 SQ.FEET 

PER GAL 
(2 COATS). 





| CHEAP PAINT. 
COVERS ONLY 
250 SQ.FEET 
R GALLON 
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basic material in every can of SWP Outside 
Gloss White that gives this fine old paint 
its remarkable covering capacity. 


In the darker colors like browns and 
greens, the “balanced formula’ of SWP is 
even more important. Naturally, these dark 


colors can contain little, if any, opaque white 


pigment such as white lead or zinc oxide. 


Sherwin - Williams have the pick of the 














arenes: « 
ey. % ea 
Spee: 


4s 
ty: 


SSN Rn ak, eee ae 


April 28, 1927 HARDWARE aneone 





'. HOUSE PAINT © 


most like new. Contrast this 
with cheap colors that look 
dull and wishy-washy almost 
in no time. 

















world’s colors. Sherwin-Wil- 
liams Dry Color Works pro- 
duce practically everything 


except the natural earth - : RY,73 RWIN- WIL [ IA MS > 

mineral colors. That is why i 

SWP colors are so rich, so >> P RODUC se a 

permanent and so true to = 
baracter. 


Which would you rather 
| have—when SWP is guar- 
| anteed to cost less per job 
and much less per year? 
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SWP costs yo 
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house paint is 
the surZ 
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he case is 
sefore the jur 


e-- and you know the verdict 


‘The case of SWP versus “Cheap” Paint is before the greatest of all 
juries—The American Public. Over 30,000,000 dramatic, double-page, 
two-color messages like this advertisement are telling home owners 
of America the truth about the High Cost of “Cheap” Paint. We are eon 
reaching them through such prominent mediums as The Saturday Paint 
Evening Post, American Magazine, Country Gentleman, ters in 
Holland’s Magazine, Sunset Magazine, Better Homes and ; x. See 
Gardens, Elks Magazine and Standard Farm Papers. you. 


During March, April, May and June the verdict will be ulas. 
read in thousands of SWP dealers’ sales records. No a’ 
man who reads these dramatic announcements will ever Or 
be fooled by a “cheap” paint again. Get in touch with us roueenold 
at once. Don’t miss this opportunity to make money for e us. 

yourself and save money for your customers. 


THE SHERWIN-WILLIAMS Co. 


Largest Paint and Varnish Makers in the World 
412 Canal Road 
CLEVELAND, OHIO 
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money becausetheSWPsur- 

face is in proper condition. 
A “‘cheap”’ paint fre- 

quently chips, cracks, peels 


Even veral years 
of exposuresewashing with co =] Co. 


plain soap and water will Largest Pat and Varnish Makers i the World 
bring out their beauty al- CLEVELAND, OHIO 





COSTS LESS PER SQ.FOOT. . . LESS PER YEAR. . . LESS PER JOB 
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SAPOLIN ENAMEL | 
POLISH, LACQUER 





NEW-1927 national 
advertising campaign 
to help you sell more goods 
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HE magazines we are 

using to carry the Sap- 

olin story are The Sat- 
urday Evening Pest with a 
circulation reaching 2,841,305 
homes and the Ladies’ Home 
Journal with a circulation 
reaching 2,534,658 homes. A 
grand total of 5,375,963 homes 
(or with the American aver- 
age of 5 to a family, a circula- 
tion reaching 26,879,815 indi- 


viduals). 


Your customers will be 
reached by this advertising. 
Ask our representative or 
write us direct for new and 
strikingly effective window and 
counter display material which 
will help impress upon your 
customers that, when they buy 
Sapolin, your store is the one in 
which to get it. Ask also for 
the new 1927 leaflets, the book 
“167 things you can do with 
Sapolin” and a copy of the new 
1927 Sapolin Buyers Guide. 
Remember—all you need do 
for quick action is to drop us 
a post card asking for further 
information on Sapolin Do it 
to-day. 


7 7 


SAPOLIN CO. INC. 
Dept. E-5, 229 East 42nd St. 
New York, U. S. A. 


Makers of 
ENAMELS, STAINS, 
GILDINGS, VARNISHES, 
WAXES, POLISHES, 
LACQUERS 
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ALSPAR 


Zee BRUSHING 
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outstanding Success 


EASON enough behind Valspar 

Brushing Lacquer’s success! It brings 
quick turnover because people every- 
where know that the name Valspar means 
the last word in fine finishes. ‘They see 
Valspar Lacquer widely and attractively 
advertised. They know it comes in many 
beautiful colors, every one of which is 
shown on the can. And they like a finish 
which dries hard in minutes. 





These people are your customers. 
They know that all Valspar finishes are 
waterproof and weatherproof—that no 
more durable finishes can be had 
where today. 


any- 


‘Why your 


customers like Valspar Lacquer 


% 


Anyone can apply Valspar Lacquer — success- 
fully. It dries in minutes but not so fast as to 1n- 
terfere with proper brushing. It comes in the 
newest and most popular colors, every one of 
which is shown on the attractive label. It is water- 
proof and durable, and may be used outdoors as 
wellas indoors. That’s why it sells so fast. 





* * * * 


VALENTINE & COM PANY 
in the World— Established 1832 
Paris Amsterdam 


Largest Manufacturers of High-Grade Varnishes 
New York Chicago Boston Toronto London 
W.P. FULLER & Co., Pacific Coast 
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It’s no trick . | 
at all to pick out ‘“¥Y 
a good brush! 


WHITING- 
ADAMS 
BRUSHES 


Bearing the famous stamp of WHITING’S 

or ADAMS on the handle guide the beginner 

to the best brush selection just as surely as the 
feel of the bristles tells the whole story to the 
professional painter. 























WHITING-ADAMS 


BOSTON 
































BRUSH MAKERS FOR I18 YEARS 
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PICKING THE BIGGEST BASKET 


for 
OUR 1927 EGGS 


We wish you could sit in with us sometime 
when we're figuring out the sort of Murphy 
advertising that will send the most cus- 
tomers into your store. We'll gamble 
that you would O. K. wholeheartedly our 
1927 plans. 

Here they are in a nutshell: 

Concentrate on The Saturday Evening 

Post and use it in the right way. Plus 

plenty of window displays, color cards 

and instruction books to tie right up with 
our magazine advertising. 
Pretty nearly everybody worth while in your 
town reads the Post—buys it or borrows it. 
It does get the Murphy story across to your 
customers more completely than any way 
we know. 

So we're using it fourteen times. Four- 
teen real ads—some of them double pages, 
some pages, some smaller size. Often enough 
so that nobody can miss the story. Often 


enough so that it really registers in their minds. 


We think that’s good, sound advertis- 
ing. We think it will reach most of the people 
who are going to buy paint this year and 
will do a lot to send them into your store 
asking for Murphy. 

Making the cash register ring + But our 
advertising is only a part. It doesn’t do a 
complete job for you unless you tie up your 
store to it. So why not follow all the way 
through and do a first-class selling job? Tie 
up your store tight to the market by putting 
Murphy Displays in your window and on 
your counter. 

Send for the displays and booklets now. 
They are free. We have one for Murphy 
Brushing Lacquer, one for Murphy Da- 
Cote Enamel and one for Murphy Univer- 
nish Stains. They're mighty effective over- 
the-counter salesmakers—ten colors, with a 
real wallop to them—the best, we think, 


we've ever put out. Write for the ones you 


can use. 





Pasi, 


MURPHY VARNISH COMPANY 


NEWARK CHICAGO 


SAN FRANCISCO 


MONTREAL 


€COnly two things are necessary to the highest form of success in a manufacturing business. One is 
the ‘know how’ and the other is the determination to make it as good as it can be made. I might 
call this the skill and the will. Not all good finishes are made by the Murphy Varnish Company, 
but all finishes made by the Murphy Varnish Company are good. ed 
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Master painters 
appreciate and 
dealer sales 
prove that the 
quality ina 
STAR BRUSH 
means a better 
paint job! 
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We supply a brush for every purpose—all made to 
the same high standard of workmanship and priced 


dealers who write us. 





to satisfy the trade and their customers. 


We will be glad to send catalog or samples and 
quote prices and discounts to all jobbers and 


STAR BRUSH MFG. CO., Inc. 
34-35th St. Brooklyn, N. Y. 
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profit 
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CLEAR 


FOR INTERIOR USES 
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E.|. pv Pont pe Nemours & Co. 
INCcO ORATEO 


CORPORA 
WILMINGTON, DELAWARE 
MADE INU.S.A. 























There is only ONE Duco 
DU PONT Duco 


Write or wire at once for the Clear Duco proposition. 


E. I. du Pont de Nemours & Co., Inc., 3500 Gray’s Ferry 
Road, Philadelphia, Pa., 2100 Elston Avenue, Chicago, 
Ill., Everett Station No. 49, Boston, Mass., 569 Mission 


Street, San Francisco, Cal. 
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ONE-GALLON, FIVE-GALLON, AND ONE-QUART CANS 
Hercules Steam-Distilled Wood Turpentine is sold in cans in each 
of the above sizes. The one-gallon cans are packed ten in a case; the 
five-gallon size two to a case or one to a special shipping and pour- 
ing crate; the one-quart can is packed twenty to a case. The three 
sizes are a great convenience. Each can bears a written guarantee 
of purity and quality which protects both dealer and consumer. 


HERCULES POWDER.COMPANY 


(INCORPORATED) 
ALLENTOWN, PA. SALES OFFICES POTTSVILLE, PA. 
BIRMINGHAM DULUTH LOUISVILLE ST. LOUIS 
BUFFALO HAZLETON, PA. NEW YORK CITY SALT LAKE CITY 
CHATTANOOGA HUNTINGTON, W. VA. NORRISTOWN, PA. SAN FRANCISCO 
CHICAGO JOPLIN, MO. PITTSBURG, KAN. WILKES-BARRE 
DENVER LOS’ ANGELES PITTSBURGH WILMINGTON, DEL. 
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THE FIFTY-GALLON DRUM 


Hercules Steam-Distilled Wood Turpentine is shipped in large 
quantities in tank cars and in fifty-gallon drums (illustrated above). 
The steel drum is a safe and convenient container which can be used 
to ship turpentine to dealers and master painters who require less 
than tank-car lots. Each drum is labelled with a printed guarantee, 
similar to that on all other packages containing Hercules turpentine. 


HERCULES POWDER, COMPANY 


956 Market Street (INCORPORATED) Wilmington, Del. 
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BERRY FRANCHISE 























ERRY BROTHER 


Varnishes Enamels 
Detroit, Mich. 





Jurnover 


OMEWHERE in this broad land of ours 

there is a young, aggressive paint and var- 
nish dealer who is going to make a big gain 
this year. 


He knows the language of business success. He 
knows all about “frozen assets’—but doesn’t 
want any in his store. He knows that turnover 
is of two kinds—and that one kind pays. 


This man knows the value-building function of 
magazine advertising. He knows that national 
advertising is local advertising when his cus- 
tomers—and those of his competitors—read it. 


We want to talk to this go-getter. We have a 
money-making opportunity for him. If he meas- 
ures up—the Berry franchise is within his grasp. 
The dealer we are looking for will direct his 
letter to the advertising manager. 





Good for Millions of steps 
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Walkerville, Ont. 
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BIGGER 


USINESS IN APRIL 
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This reproduction of 
our full-page, four- 
color ad appearing 
in April issues of 
National Magazines 
is but a single fea- 
ture of the tremen- 
dous Consumers and 
Dealers National Ad- 
vertising Campaign 
which we have un- 
der way. 
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This Campaign is entirely new, and dif- 
ferent in conception and plan from any- 
thing heretofore undertaken in the Paint Industry. 

It is directed to the dealer’s customer, the ultimate consumer—the 
householder. It is not planned to sell the dealer advertising, but # 
to bring prospective buyers to his store. 

It is far-reaching and powerful in influence, and the tie-up of the 
National Advertising with Dealers’ Window Display and Direct 
Consumer Co-operation is complete. 

It will interest every dealer in Paints, Varnishes, Enamels, and 
Lacquers, and we invite you to write us for full details. 


ADDRESS DEPT. H-4 


John Lucas & Co.,inc. 


Paint and Varnish Makers Since 1849 
PHILADELPHIA 


New York Pittsburgh Chicago Boston Oakland and Local Distributing Points 





Note that we 
are featuring 
Lucas Luco- 
Lac Brushing 
Lacquer. The 
popularity of 
this colorful, 
easy - working, 
quick - drying 
household 
product offers 
every dealer an 
opportunity for 
greater sales 
and greater 
profits than he 
has ever en- 
joyed before. 











“LUCO-LAC” 
is different. 

It dries in half an 
hour 
WITHOUT 
BRUSHMARKS 











Color— 


Its effect 
on Your Business 


for 1927 


@ 


Write Today for com- 
plete information on 
this interesting subject, 
and the facts about 
Lucas 
SPECIAL 
SALES 
COOPERATION 
FOR 1927 


Address Dept. HA 
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ODORLESS 


And here are 6 other points of 
Zapon superiority that win 
repeat business from the 
users of Zapon Lacquer 
Flowing Finishes : 


SAFE (no benzol); 

HEAVY-BODIED (hold more on a 
brush) ; 

HIDE BETTER (more cotton, gum 
and pigment) ; 

BRUSH BETTER (set up slow 
enough to permit brushing without 
laps; self-leveling) ; 

MORE DURABLE (truc nitro-cellu- 
lose products—not spirit varnishes 
or haphazardvarnishconcoctions); 

MORE BEAUTIFUL (the true lus- 
trous beauty of lacquer made with 
lacquer and lacquer pigments as 
only the world’s oldest and largest 
lacquer maker knows how). 


=> 
ZAPON 
Lacquer 
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The Zapon Company 
Stamford, Conn. 


Gentlemen: Kindly send to mea sample of Zapon Lacquer 
Flowing Enamel and Color Card. 
NAME __ 
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Creating 
and Educating 
Buyers 
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One of a series of five complete Practical Window Displays 
which McDougall-Butler Co., Inc. supply to 
their dealers free of charge 


Cw 


cDOUGALL-BUTLER have devoted 
much thought to advertising at the 
point of sale. 


McDougall-Butler window exhibits are 
selling factors in a store. They create 
and educate paint buyers. 


We'll gladly send information relative to 
the McDougall - Butler Merchandising 


Plan upon request. 





Mt Lvugall-Bitle Ce: rc. 


Makers of 
Varnishes, Enamels and Paints 


that 
Refine Everything They Cover 


EVANS, WATER AND NORTON STS, 


BUFFALO, N. Y. 2 




















| VARNISHES, ENAMELS AND PAINTS | 
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Demand For 
Alabastine Gro 


Sales Mounting Month by Month 


Every dealer who is in business to make money will 
be interested in these facts about Alabastine: 














(1) Anational advertising campaign telling more than 
25,000,000 people monthly about Alabastine is 
behind every one of our 30,000 dealers. Our ex- 
tensive advertising sends customers into your store. 


(2) Day by day more thousands are preferring Alabas- 
tine to kalsomine or wall paper. 





(3) Alabastine is sanitary, non-fading, durable, inex- 
pensive. It will not rub off, yet washes off easily, 
and offers a choice of twenty colors. 


(4) Through more than half a century Alabastine has 
proven its worth over all rivals. A thousand sub- 
stitutes have come and gone in the meantime. 
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(5) Millions of satisfied customers are telling their 
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Bee friends about this remarkable wall coating—the 
one we d d ° t dil . . 
eg emand is steadily increasing. 
| ee Any jobber can supply you. 
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Free To Dealers 











Lito : 

Boner Let us help you to make real profits, Mr. Dealer. Write 

Stage for our booklet illustrating attractive, new Opaline effects 

am obtained with Alabastine—a revelation to you and your 

, customers. Also ask for information concerning our ) 








special Stencil offer, and our free offer of high grade, 
all bristles, 7-inch wall brush. And at the same time 


Look for the Cross permit us to put you on our list, along with thousands 
and Circle of other dealers, to receive, without cost, our helpful 
Printed in Red and interesting publication, “Brush and Pail.” 


Alabastine Company - Grand Rapids, Mich. 








INSTEAD OF KALSOMINE OR WALLPAPER 
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peaking of 
INDISPENSABLE HARDWARE TOOLS | 


Here is what some of the most important hardware 
jobbers say of HARDWARE BUYERS CATALOG. 


“We use it many times every day.” 

‘It gives us the information we want, when we want it.” 
“A very necessary adjunct to our buying department.” 
“Use it in preference to every other reference book.” 
“The most complete book of its kind ever issued.” 

“Has helped us out of difficulties numberless times.” 
“We find it practically indispensable to us in our business.” 


Is this Indispensable Hardware Tool also helping build up your business? 


HARDWARE BUYERS CATALOG 
239 W. 39th ST., NEW YORK 
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AMERICAN 
SCREW 
COMPANY 











Wood Screws Machine Screws 
Stove Bolts Tire Bolts 











Providence, Rhode Island 


Western Depot 
225 West Randolph Street, Chicago, Illinois 





pone N Thyp 


ae O3LINy 
Heaeh 

















HARDWARE AGE April 28, 1927 


——by the keenest 


buying "a: ne in the country 


In buying Tubular and Clinch Rivets these 
three points should be carefully considered: 


1. The metal form from which they are made. This 
is mighty important because of its direct bearing 
on the driving and setting qualities of the rivets. 


. How are they made—that is, are the details of man- 
ufacture such as to ensure the best results? 


. Who makes them? Tubular and Clinch Rivets 
were originated by us. For over fifty years we 
have been making them of metal which we know 
s “right,” and under the most efficient manufac- 
turing conditions. You may be sure, therefore, that 
our prices are based on honest values. 


TRATTTTOTTT 


TUBULAR RIVET & STUD 
_cetzeee COMPANY 


San Francisco, Cdthereie” B O ~ TO N 


R&S 
O 
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Thousands are turning to 
permanent steel = 


ACCO No.8 Sash Chain Sa 


ACCO No. 8 Sash Chain 


‘ ACCO No. 8 Sash Chain 
ACCO No. 8 Sash Chain costs no more io gettied in doh bam 


per window and once installed, it will eg le ech 
last indefinitely, because it makes a 

permanent replacement and fits over 
regular cord pulleys perfectly. 









The demand is growing for ACCO No. 8 
Sash Chain. Remind your customers 
that you are in a position to take care 
of their needs. 


ACCO No. 8 Sash Chain comes in three 
finishes. Coppered is satisfactory in most 
cases, and has a beautiful bronze color. 
Where gray is desired, the cold galvan- 
ized finish is serviceable and rust proof. 
In localities where the chain is exposed 
to salt air, hot galvanized finish is rec- 
ommended. 












. AMERICAN 
Sash Chain 


Used by leading architects 
throughout the country for 
office buildings, residences 
and factories because of the 
economy in first cost, longer 
life, perfect operation and 
freedom from repairs. 





ACCO No. 8 Sash é 
Chain operates per- Ask your jobber’s salesman about ACCO 


fectly over cord pul- ° 
leys. It willnotjam, No. 8 Sash Chain. Or drop us a card 


rot or stretch—elimi- for full information and prices, giving furnished in solid bronze. 
nating most sash , . 
cord troubles. us your jobber’s name. 


American Sash Chain is made 
in four sizes. This chain also 











AMERICAN CHAIN COMPANY, Inc., Bridgeport, Connecticut 
District Sales Offices: Boston, Chicago, New York, Philadelphia, Pittsburgh, San Francisco 
In Canada: Dominion Chain Company, Limited, Niagara Falls, Ontario 











A PRODUCT OF THE 
AMERICAN cee” Be 
CHAIN COMPANY enemas eee seen 
in business 
for your safety 
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Made From 
Full Gauge 
Open Hearth Steel 














Practically all modern homes are screened when built or rebuilt. The 
screening of homes once considered a luxury is now considered a 
necessity. 


Most people used to figure that the cheaper painted brands were good 
enough. Now home owners see the economy in using the best and 
avoiding continual expense in repainting, repairing and renewals. 


One of the most durable and satisfactory brands of Screen Wire 
Cloth is GRAY-WICK which is made in its entirety by us from 
Open Hearth Steel produced in our own furnaces. The wire is 
drawn in our own mills. Every process in the manufacture of 


GRA Y-WICK 
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is under our expert supervision. 


Only full gauge wire is used both lengthwise and crosswise. Wher- 
ever sold and used it has given unfailing satisfaction. That is why 
customers buy the same brand when they require more wire cloth. 


GRAY-WICK is also attractive—its soft pleasing Gray color wins 
customers instantly. When unrolled it lies smooth and flat making 
it easy to cut and apply. It carries an extra heavy electro zinc coat- 
ing and is enamelled with a high grade transparent varnish which 
adds years to its life. _You cannot sell a better steel wire cloth.., 


Our Other Brands of Screen Cloth Gray-Wick 


Cortland Black Enameled — cost 
White Metal Finish ' a little 
Wickwire Premier more, 
Wickwire Bronze but— 
It is 
worth 


it. 


Your jobber will supply you 


12 Mesh, No. 33 gauge each way 

14 Mesh, No. 33 gauge each way 

16 Mesh, No. 33 gauge filler 
No. 34 gauge warp 

18 Mesh, No. 34 gauge each way 


[STA BtLisMED 186753 
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Ths the magnified sbadow o x 
- Empire New Process Bo 

as shown on the chart 
Vike Screw Thread Comparator 


4 At the plants of the Russell, 
Burdsall & Ward Bolt & Nut 
Company, there areeighty-two 
men and women who have 
been with the firm for more 
than thirty years. Below are 
shown some of these men and 
women, all of whom bold re- 
iponsible positions of active » 
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| 1 daily employment. 














Port Chester Plant 
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This is the magnified shadow of 
the thread of a hardened and : 
ground gauge, as shown byt ; 
Screw Thread Comparator 
















ROBERT McNEILL 
49 years 
started 1878 







CLIFFORD REYNOLDS 
45 years 
started 1882 






is Empire hide Proce 
; with thechreads. 














GEORGE M. RUDD 
44 years 
started Aug. 20, 1882 








EMMA BOERNER 
38 years 
started March 25, 1889 





This advertisement appears in THE SATURDAY EVENING Post 








HARDWARE AGE 


your order to 


your dealer— 
He can supply right off his shelves, 


with any assortment of 


Genuine 


ARMSTRONG 


of Bridgeport, Conn. 


PIPE TOOLS 


that you may require for your work. This procedure 
Saves your time and will get the tools on the job 
promptly. You don’t have to wait for days awaiting a 
shipment from our factory. 











The above advertisement, which appeared in Powder, is 
typical of all Armstrong advertisements in class publica- 
tions, which are asking mechanics 


To Buy From You Instead of Us 


We want the dealer to get this business and make a 
legitimate profit on every ARMSTRONG tool sale. We 
urge mechanics to go to the retailer, and thereby gain 
the saving in time which buying from you insures. 


The sale and use of GENUINE ARMSTRONG Pipe 
Tools, backed by 61 years of experience, will always 
result in unfailing satisfaction to both dealers and cus- 
tomers. 


Keep stocked. Please order from your Jobber instead 
of sending to us. 


THE ARMSTRONG MFG. CO. 


Our Only Address 
Main Office and Factory 
BRIDGEPORT, CONN. 


New York Office: 181 Lafayette St. 


ARMSTRONG’ 


STOCKS, DIES R,GAS "> STEAM FITTERS’ 
TOOLS AND THREADING MACHINES 
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No. 219—Standard; 4 lengths—24, 30, 36, 42 inches. 


Garage Doors are no 
Stronger than the Hinges 
that hold them 


—and those who know think it necessary to 
specify A-P for greatest strength. 


—for this there is not only a reason, but many. 
Over a quarter century’s experience is one. 
The fact that we manufacture from pig iron 
to the finished product (including annealing) 
is another. Still more reasons are our tough, 
uniform malleable that regularly exceeds 
50,000 pounds per square inch tensile strength, 
10% in two inches in elongation and 35,000 
pounds per square inch in yield point. 

—A-P catalog pictures and describes many 
styles of hinges and hangers for all kinds of 
doors. And if you can not find in it the hard- 
ware you want we have an engineering depart- 
ment that gladly extends its services without 
cost or obligation. 

—if you haven’t A-P catalog No. 95 write for 
it on your letterhead. 


No. 119—Standard; 4 lengths 
—18, 24, 30, 36 inches 


No. 519—Standard; 4 lengths 
—31, 37, 43, 49 inches. 


No. 2020—10 in.; tight pin 


No. 219—Standard; 4 lengths 
—24, 30, 36, 42 inches. 


ALLITH-PROUTY COMPANY 
DANVILLE, ILLINOIS 


Manufacturers of 


Garage Door Hardware dg Hinges 
Rolling Ladders Fire D oor Hardware 


Allith 


Manufacturers of the finest line of Garage Door Hardware 


Overhead Carriers 
Door Hangers 
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No. 4167 (Ivory Black) 
4167 1% (Brass Plated) 


Heretofore this lock was made with malleable iron 
shackle, but now it is equipped with a round wire 
steel shackle nickel plated. 

Not only does this materially improve the looks of 
the lock, but makes it available for use in many 
places that the old style shackle would not fit. 


The price remains unchanged. The same price for 
an improved lock. 


The Eagle Quality Line 
Night Latches Cabinet Locks 
Trunk Locks Store Door Sets 


Front Door Sets Padlocks 
Wood Screws 


Eagle Lock Co. 


General Sales Office 


aeaveeen 20 Watren St. New York sesees avorn 


Branches—521 Commerce St., Philadelphia, Pa. 
177-179 N. Franklin St., Chicago, IIl. 
114 Bedford Street, Boston, Mass. 
Works at Terryville, Connecticut 
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It’s the Goodwill of 
Your Community That 
Makes Your Store a Profit- 
able One and It’s the Merchan- 
dise You Sell That Makes or 
Breaks Good Will 


Grinders & Vises 
MAKE SOLID FRIENDS 


It’s a Big Seller 
because 
The Housewife can 
sharpen correctly on 
the Gem. 








See your Jobber 
about our complete 
line of tool sharpen- 
Model A ers and_  vises or 
write us. 





MODERN Tool Sharpeners and Vises fill a REAL NEED 
in every HOME, SHOP and FARM. 

MODERN Sharpeners and Vises are BRIMFUL of that 
EXTRA QUALITY which instills PRIDE OF OWNER- 
SHIP and makes ENTHUSIASTIC BOOSTERS. 


The SUPER QUALITY found in MODERN Sharpeners 
is BUILT IN by men with the most experience in the 
hand power tool sharpener industry. 


DEALERS, NOTE: Write us for window poorly) 


newspaper cuts or literature with your imprint. 


MODERN GRINDER MFG. CO. 


MILWAUKEE, WIS. 
74 Murray St., New York City 34 No. Clinton St., Chicago, Ill. 
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The Coes 10” Wood Handle Wrench— 
For Father’s Ford, Mother’s Washer and Johnnie’s Bicycle 


Here is a wrench that is practically indispensable in the home. 
Its handy size and ability to stand up make it a tool that can 


es, et always be depended upon 
+8 [ nl Mechanics know Coes Wrenches too—they have known their 
Gtalof refi: quality since 1841. In all these years, Coes Wrenches have 


ak @talog continued to HOLD the good will of those who use them. 


Ask your Jobber. 


COES WRENCH COMPANY 


“In Business Since 184]”’ 
Worcester Mass. 


J. C. McCarty & Co 29 Murray Street, New York 


Selling Agents John H. Graham & Co 113 Chambers Street, New York 
Fenwick Freres 8 Rue de Rocroy, Paris, France 














Insist on 


“SHELBY” 


The Best in Hardware 


Ask for catalog showing our complete line 


The Shelby Spring Hinge Co. 
SHELBY, OHIO 
Coast Representatives 


Pond Hdwe. Specialty Ce., Leos Angeles, Calif. 
D. L. Herman, Seattle, Wash. 
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SELF-OILIN 


A REGISTERED TRADE NAME 


WATER SYSTEMS 


NLY a short time ago running water in the country 

or suburban home was a luxury. Today tens of 
thousands of suburban homes, farms and country estates 
have been modernized and now enjoy all or a part of 
the many labor and time saving conveniences made 
possible by the modern water system. 
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But this is not the end of the picture. Other scenes 
are being enacted with startling rapidity. A network 
of power service lines is stretching out over the entire 
country. Private power and lighting plants are multi- 
plying rapidly. With their coming laborious methods 
pass. Old and young must be served with the numerous 
time and labor saving devices now at their command. 






RUAWitd 


Myers Water Systems have played an important part in this 
development. Pioneers in the field, with but one or two styles 
at first, the rise of the Myers line has been equally rapid and 
successful. Designed, constructed, and marketed by an organiza- 
tion of experienced pump makers—protected by numerous patents, 
produced in many styles and sizes for every installation up to 
ten thousand gallons per hour, nationally advertised, and sold 
and installed by leading dealers, plumbers and service men, they 
offer exceptionally strong opportunities for sales and profits that 
only a well established and complete line can give. 

We Are Ready to Quote 
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Tm F.E.MYERS & BRO.<. | 


ASFLANDB, OHIO. 


Manufacturers for overs Pity Years of MYERS HONOR BIT “PUMPS for Every 


PUMPS — WATER SYSTEMS — 47 TOOLS — DOOR HANGERS] WATER SYSTEMS-HAY and GRAIN UNLOADING TOOLS ~- BARN, FACTORY and » a 
GARAGE DOOR HANGERS: STORE LADDERS, Etc. 





Take Off Your Hat= 
Re Cityour tary 
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Quality 
Sprayers 


Just One “Comeback’ f 
in Fifteen Years e 


Lowell Quality stands unequalled ; only one 
sprayer in every 15,000 leaving our plant being 
less than perfect. This means that a dealer 
selling one thousand Lowell sprayers per year 
would experience, by the law of averages, just 
one “comeback” in fifteen years. 


In addition to this supreme quality, Lowell 
sprayers embody extra heavy materials and 
highly developed design which assures greatest 
convenience and efficiency. 


This year, stock Lowell quality sprayers, the 
fastest selling, most profitable line of sprayers 
in the world. Write for catalog and prices. 


LOWELL SPECIALTY CO.., 
Lowell, Mich., U. S. A. 


VGH ee Lelts: 15 2m eo of bese 
GUARANTEED AGAINST DEFECTS 
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MEASURING 
TAPES , 


HIS attractive display tray 

together with the unusual 
qualities of K & E Measuring 
Tapes is a combination that 
never fails to sell. 


Here is a real source of profit for every 
hardware dealer. 


Our “Endfastener’’ (Pat. Applied For) 
as furnished with our “Home” Steel 
Tape is a new valuable improvement 
that makes sale after sale. Write for 
full information. 


ESSER Co. + 


NEW YORK, 127 Fulton St. Garerel Office and Factarses, HOBOREN,N. JS. 
CHICAGO ST.LOUIS SAN FRANCISCO MONTREAL 
Sib-20 S. Dearborn St. 817 Locust St. 30-34 Secand St. S Notre DameStW 


Drawing Matenals * Mathematical and Surveying Instruments * Mensuring Tapes 




















A SURE WAY 





TO INCREASE SALES 


iy 


is to 


DISPLAY MORE 
MERCHANDISE 
THE HELLER WAY IS SURE! 


Our statistical department will cheerfully 
offer some practical suggestions without 
cost or obligation. 


W.C. Heller & Co. “SS ese 


Please tell us how we can display more merchandise. 


4/28/27 Hdawe. Age 
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Made from 
KILBORN STEEL 


ARCH PUNCHES 


This Punch is only one of the 52 distinct 


“GREEN LINE TOOLS” 


4,” to 3” diameter. Drop Forged. One Piece. 


THE KILBORN @ BISHOP CO. 


New Haven Conn. 
Manufacturers of the “GREEN LINE TOOLS” 


Rex. U. S. Pat. Office 


4% A Special Steel Adapted to Tools of this Character 
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“The Blade With the Reputation” 


Makers Since 1888 


CLEMSON BROS., INC. 
Middletown, 













New York 
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Liberty Bronze 
Wire Screen Cloth 


combines strength of steel with 
immunity of copper from corrosion. 


Liberty - Golden Bronze Screen 
Cloth is made from full gauge 
hard drawn bronze wire, com- 
posed of 90% pure copper and 
10% non-corrosive alloy. It has 
a bright rich gold lacquered 
finish, is very strong, non-corro- 
sive and in all respects superior. 


Liberty Antique Bronze Screen 
Cloth is also made from full 
gauge hard drawn bronze wire, 
composed of 90% pure copper 
and 10% non-corrosive alloy. It 
has a dark, rich antique lacquered 
finish, very attractive, non-cor- 
rosive and is a characteristic 


outstanding quality product. 


Made only by 


NEW YORK WIRE CLOTH CO. 


Manufacturers of golden and antique bronze, bright copper. 
zinc-coated and black enameled screen cloth- 


342 MADISON AVE. NEW YORK Works -York.Pa. 
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New 
6-Ouart 
Churn ~ 


50% larger churning capacity than 
the former largest Dazey Glass Churn 













To meet the demand from Dealers and Con- 
sumers for a larger Dazey Glass Churn, the No. 

60, 6-quart Churn has been added to the Dazey 
line. The new size retains all of the exclusive 
features of the other sizes. 


































Jobbers are now ina position to make immediate 
delivery on the No. 60 Churn. 


The DAZEY Metal 
Hand Churn 


Because of the ease in handling and cleaning the 
sanitary, removable container, the Dazey Metal 
Churn is overwhelmingly preferred wnere a 
larger Churn is sessed 










The DAZEY 
Electric Churn 


The rapid extension of electric power lines 

through the rural districts has opened up a new 
eld for Electric Churns. Many users of 

DAZEY Hand Churns would buy an Electric, 


if it was shown to them. 


Dealers would find it profitable to carry a full 
line of Hand and Electric Churns. 


The Dazey 
SHARPIT 


This handy household tool of a dozen uses 
appeals to every housewife. Different from 
all others, it sharpens knives, scissors, sickles 

and practically every cutting edge. Retail 


DIN ZL > C. 3/3 yy) : price $1.50. 


Window and counter displays and an 
unigue merchandising plan make 


al turnover quick and easy. Order 
A a. from your Jobber a self-selling 
ra | ] uy T rT carton of six. 








Dazey Churn & Mfg. Co. 
Warne & Carter Avenues 
St. Louis, Mo. 
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An 
Important 
Member 
of the 
Bright Star 
Battery 
Family 


FOR 








Cc 


Leads All Others By 


This is the only Dry Cell Battery, that we know of, which 
is made with Bag Type Construction—and by every test 
leads all makes for staying qualities and expected service. 


Why Bag Type Construction Means 
Greater Battery Efficiency 


Any radio, electrical or industrial engineer will tell you 
a battery so constructed is infinitely superior to ordinary 
batteries. The energizing, life-giving elements of Bright 
Star batteries, besides being machine moulded to accu- 
rate precision, insuring absolute uniformity of power 
capacity and distribution, are securely wrapped in cloth 
to prevent disintegration and destructive corrosion. This 
prevents internal short circuiting and dissipation of power 








< Radio Batteries 








Hoboken, N. J. 





Fon CELL 1s DESIGN 
AL, ADI0, IGNITION 4 

ENERAL SERV! 
HICH pry CEt 
price TIhIZED- 
RIGHT STAR BATTERY CO 
Xo, NOBOKEN, Nu. 





The 
Finest 
Dry Cell 
Battery 
Made 

4 Today 





Test And In Service 


common to most batteries. Bag Type construction costs 
us more—but permits us to guarantee the maximum serv- 
ice to battery users. This is an important feature of 
Bright Star Dry Cell Batteries. 


Without question, this is the greatest Dry Cell Battery 
made today. You can’t gg wrong in recommending this 
excellent product to your trade and being certain of its 
superior quality. Costs no more than ordinary Dry Cells 
but gives that unusual service your Dry Cell customers 
are looking for. 


Bright Star Radio Batteries—a complete line of A, B 
and C types are made under the same exacting methods 
—and are nationally advertised. Send today for confi- 
dential prices. 








BRIGHZ STAR 


~ 2 A —— 
Supreme Sp cee In Every Test 











& Flashlights $ 








San Francisco, Cal. 


Chicago, Iil. 
17 YEARS BUILDING 


“THE QUALITY LINE’’ 
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SILVER 
STEEL 





SAYS 


MR. HAPPY MAN: 


“Tn these days of h. c. of doing busi- 
ness no hardware merchant can 
afford to stock cheap saws, and as I 
have said before— 


The saw that 
“Chews” may 
cost less— 
BUT 
The Saw To 
Choose is an 
ATKINS— 
It cuts—and 


Incidentally pays hardware men a 
fair legitimate profit. 


Ask for Atkins Saws, Nos. 53, 65, 400, 
401, two-way taper ground, damaskeen 
and mirror polish; fitted with Im- 
proved Perfection (Patented) handles 
of apple and rosewood—prevents 
wrist strain. 

Other popular patterns (old style 
handle) Nos. 50, 51, 52, 54, 64 or 72, 
etc., same polish and finish as the 
others, regular or narrow ship pat- 
terns, skew or straight back. 





“Pointers,” “Saw Sense,” and 
“How To Sell A Saw” free on 
request. 





Sell ATKINS S$" SAWS 
AND BE HAPPY 


“A PERFECT SAW FOR 
EVERY PURPOSE” 


E.C.ATKINS & CO. 


ESTABLISHED 1857 THE SILVER STEEL SAW PEOPLE 


Home Office and Factory, INDIANAPOLIS, INDIANA 


Canadian Factory, Hamilton Ontario 
Machine Knife Factory, Lancaster N.Y. 


Branches Carrying Complete Stocks In The Following Cities: 


San Francisco 
Memphis NewOrleans Stele 
Chicago ae ity Paris, France 
Minneapolis Portland,Ore. = Vancouver, B.C. 


ATKINS 
SAWS 
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and Llew 
always blow 


ciate in no small way, 

Soule’s “Trade W ‘nds’ 
me some good, 

(Stgned) H. Ross Poehlman, 

307 Clinton Street, 

Windsor, Ont. 


Enclosed find check to cover my 
subscription to HARDWARE AGE for 
two years. I do not want to miss 
a single issue of this splendid pub- 
lication as it is a very helpful ser- 
vice indeed to the hardware trade. 
I don’t see how any up-to-date hard- 
ware man could afford to do with- 
out HARDWARE AGE. 

(Signed) Luther Harbin 
Gadsden Hardware Co., 
408 Broad Street, 
Gadsden, Ala. 
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A rare Opportuntty to make about fifteen inches’ worth of 


counter space turn over about fifteen dollars’ worth of merchandise a week 
... Everybody hopes to own a knocker some day, and the presentation of 
McKinney Forged Iron Knockers in delightful fashion will make that “some 
day” TODAY... Such beautitul examples of the iron worker’s art catching 
the eye of the passer-by will bring in extra dollars with a minimum sales cost... 
Order your display board now. It is an excellent leader for future 


Forged Iron business. Force Division, McKinney Mere. Co. 
Pittsburgh, Penna. 
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ad To 
How to order this door knocker salesman Please ship me immediately the free oe wrmat id 
, , , , : Stand with six knock tment—th the dis- 
There is no charge for the display stand. It is furnished free with shor boned aan  aragan agent oe 5 Se deel 
six knocker assortment —three for the display board and three Age. List Price—$36.00. 
for stock. The display arrangement not only presents the three 
authentic designs but also shows the three finishes now in demand Name........ 
— Relieved Iron, Dead Black and Rusty Iron. ies 
Order through your regular source of way using the coupon By 
for convenience. The present supply of these free stands is limited H. A. 4/28/27 











—order today. 
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q By Llew S. Soule 








HERE are approximately 1,650,000 retail 

stores of all kinds in the United States to- 

day; more than enough to adequately serve 
the needs of the consuming public. Certainly 
there is no crying need for any large, successtul 
manufacturing concern to enlarge its _ logical 
sphere of producing to include retail merchandis- 
ing. 


Despite this fact, however, the Ford Motor 
Company recently decided to open its com- 
missaries to the general public, and to sell hard- 
ware, groceries, clothing and other staple lines 
to any who wished to buy. 


As we understand it, the Ford Motor Company 
opened its commissaries originally with the idea 
of supplying its employees with merchandise at a 
very low price. They were to be conducted as 
nearly as possible on a no-profit basis. The 
company probably felt, rightly or wrongly, that 
it was protecting its employees against profiteer- 


ing. 


While the retail merchants of the districts 
served by the commissaries felt that the well paid 
Ford employees could easily afford to patronize 
the established sources of supply, yet so long as 
the service was confined strictly to such employees, 
they did not protest to any great extent. When, 
however, the buying privilege was extended to 
the public generally, they did protest vigorously. 
Other retail merchants not directly affected by 
the plan, likewise added their protests. The 
Michigan Merchants’ Association protested 
en masse. So did other associations. 


To the mind of the retail merchant, the Ford 
plan appeared as unfair competition. Not that 
he believed that the Ford Motor Company had 
no right to go into the business.of retail merchan- 
dising. He realized that it had a perfect right 
to do so. He did not believe, however, that the 
Ford Motor Company had any moral right or 











IVE AND LET LIVE 


reason to invade his sphere of business on a no- 
profit, or ridiculously small profit basis. 


The independent retail merchants of this coun- 
try are not profiteering. In many cases they are 
not making even a reasonable profit on their in- 
vestments. There is no basis for any claim of 
protection to the consumer. Competition is we'l 
able to protect the consumer and go a little bit 
farther. Without the independent merchant, the 
consumer would probably be much more in need 
of protection than he is at this time. 


The retail merchant is a consumer of [ford 
products—a large consumer. He wondered just 
how the Ford Motor Company would feel if 
some large manufacturing concern, not in the 
motor business, were to sell to retail merchants, 
cars and trucks on a no-profit basis. 


They did not envy the Ford Company its 
millions. They believed it had done a good job 
as a manufacturer in its field, and was entitled 
‘o its profits. They felt that it was making enough 
so that it did not need to enter the merchandising 
field; that there was no reason, moral or other- 
wise, for it to do so; that it has a big enough job 
on its hands in its own line, and that a policv of 
retailing groceries, hardware, clothing, etc. would 
merely be putting unnecessary competition into a 
well served and already crowded field. 


As we said before, they protested vigorously. 
Finally the Ford Company saw the justness of 
the protest. It realized that its retail store policy 
was a mistake, and announced that it would no 
longer sell to the general public, but would go 
back to the original commissary plan. 


It has adopted the better policy of live and let 
live; of continuing to do a good job in its logical 
field, allowing the retail merchant to continue an 
equally good job in its field. 
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Once More 


OPEN 
, DISPLAY 


Builds 
A Paint Trade 





Julius Geisler displays his paint stock near the entrance of his 


Cincinnati store. 


Color cards tacked to the front of the shelves 


help customers choose paints, enamels, varnishes and lacquers. 


ESPITE the fact that he has the competition 
of three other hardware stores and of a paint 
store in the suburb of Cincinnati in which he 
is located, Julius Geisler, hardware merchant, 
is successfully selling a considerable quantity of paint. 
The display shown in the above photograph is one of 
the main reasons why his paint sales in the past year 
made up a substantial percentage of his total business. 
Not more than 15 ft. from 
the front door at the right side 
of the store are open shelves 
containing four different kinds 
of paint, one brand of enamel, 
three kinds of varnish, two 
kinds of lacquer and one kind 
of varnish stain. Customers. 
can personally inspect the stock 
4) | and choose whatever merchan- 
i 4m, dise they wish. Fastened to the 
Lg : ° 
: \ sides of the shelves are the 
Y ae ‘color cards in such a position that one 
| f# can select the shade and then pick out 
' the brand desired. 
} Mr. Geisler attributes his large paint 
| business partly to the fact that he car- 
Mm ries nothing but quality goods and 
partly to a strict adherence to a policy 
¢ of selling merchandise at a profitable 
retail price throughout the year. 












Special sales have no place in the plan of Julius Geisler. 

Competition with dozens of paint stores in the down- 
town district is a serious factor with which Mr. Geisler, 
like all suburban dealers, has had to contend. Expe- 
rience, however, has shown him that many people want 
paint in a hurry and are so impatient to obtain it that 
they will not postpone making purchases until they go 
downtown. Indeed, they do not care to have to carry a 
can of paint home with them when they go home from 
the downtown business area. Upon this knowledge of 
the attitude of the buying public Mr. Geisler has built 
his paint trade. 

Another paint department, that of Knoff-Peterson 
Hardware Co., Fergus Falls, Minn., carries a $600 paint 
stock and enjoys an annual sales volume of $4,500 on 
that stock. A perpetual inventory chart is kept so that 
the paint stock is always under control. At the end of 
the year the firm knows which colors sell and which sizes 
are in demand. The orders for the coming year are 
governed accordingly. This chart enables this store in 
a small town to enjoy good sales, good profit and a 
small stock inventory. 

Paint offers a great opportunity for the display man 
to make use of its color properties to attract the buying 
public. A few pointers on the power of suggestion that 
colors have for human beings may not come amiss just 
here. During the spring season when people are in the 
mood to clean up their premises, bright colors of the 
lighter shades are apt to attract the eye, cleanliness being 
the suggestion here conveyed. A little later on as the 
thermometer rises to heights that cause the passerby to 
sigh for cooler places, let your windows show the cool 
colors, the blues and greens with their various tints. 
When the north winds put in an appearance trot out your 
warm browns, buffs and red shades. All these sugges- 
tions may seem very “arty” at the first glance, but they 
are very definite truths and if you will try them out you 
will find that they will win a ready response. 
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The MAN BEHIND the COUNTER 





collected on a mirror the moisture of the cat’s 

breath and by delicate chemical analysis discov- 
ered the presence of deadly poison not found when the 
animal was in a normal mood. The same chemical reac- 
tions discovered in the breath of a despondent human 
being enough poison to kill a guinea pig into which the 
poison was injected. 

When you become discouraged over the failure to 
make sales, or angry over the irritating ways of a cus- 
tomer, there may be nobody to condense the moisture 
of your breath and poison a guinea pig with it, but that 
poison existent at the time will, some of it, be absorbed 
and your own system will be affected by it. 


* * * 


. SCIENTIST pulled a cat’s tail to make it mad, 


Sometimes it is the proprietor who is the more ac- 
commodating, and sometimes it isn’t. I went into a hard- 
ware store to get a new battery for a pocket flashlight. 
It was one of the flat kind, not so much used now, and 
the hardware dealer said, “We don’t carry those flat 
ones any more. ‘There isn’t enough demand for them.” 

I stopped to say a word to one of the salesmen I 
know. He had overheard the conversation. He re- 
ferred to the battery matter. “Leave your flashlamp 
here,” he suggested, “and I’ll find a battery somewhere 
for it and you can get it tomorrow.” 

“I want to use it tonight,’ I told him. 

“All right, take this one of ours for tonight and trade 
back tomorrow,” and he gave me one kept for use 
around the store. I accepted the proposition and the 
service and he held my trade, even if he netted no profit 


then. 
K ok * 


“T’d like one of those hand wheel cultivators for my 
garden,” a farmer told the hardware salesman, as he 
paused to inspect the garden tools after buying some 
seed corn. “I guess I can’t afford it, though.” 

“How many rows of potatoes do you have to plant 
to get a bushel when you dig them?” asked the sales- 
man. 

“Oh, I usually plant rows long enough so I'll dig at 
least a bushel to the row if it’s a decent crop.” 

“Plant three more rows than you expected to plant 
and next fall they will bring you the money one of these 
cultivators will cost. Buy the cultivator now and it will 
help you to get the money.” 


The sale was made. 
k *k x 


Ever hear of Mme. Concini? 

She was a clever French woman, clever enough to 
be able to manage that other clever woman, the Italian 
Mary de Medici, mother of Louis XIII. Someone asked 
Mme. Concini, after her day of influence was over, “By 
what magic did you gain ascendancy over the Queen 
Mother °” 

“By that power which strong minds exercise over 
weak,” was the reply. 

What a saleswoman Mme. Concini would have made! 


* * * 


“How did you get to be so good at selling kerosene 
cook stoves?” I asked a young hardware salesman who 


has made a record at selling the oil stoves for his boss. 

“IT guess it was because I got interested in ’em,” he 
replied. “I wanted to know all about how they worked 
and how to get the best results out of ’em. Whenever 
I had a few minutes to spare, I’d fuss with one of those 
stoves. I had one filled and I’d light it and experiment 
with it until | got so | knew how you worked it to get 
the best heat, and whenever the salesman came around 
we bought ‘em of, I’d get him to show me more about 
‘em. 

“I specialized on oil stoves, as you might say. ‘Then, 
of course, I had a lot more to tell about °em than | would 
if I didn’t know any more than that you light ‘em up 
and they'll go. And folks that bought ’em of me seemed 
to get fine results with ‘em. And now, when they tell 
their friends about how theirs work, they say to see 
me and get the right dope.” 

He did even more. He got his boss to let him call 
around after a few days when a woman had begun to 
use her new stove and see how it was working and find 
out whether she was handling it right. A wise young 


man, that! 
* * * 


Edwin M. Stanton was Lincoln’s Secretary of War. 
Hie was a man of intense animosities. In fact, he had 
been an enemy of Lincoln until the latter made him a 
member of the Cabinet, disregarding his unfriendliness 
because he was the best man for the place. 

Lincoln once said to him, “Stanton, you fritter away 
an awful lot of time on merely getting even. Persona! 


grudges don’t pay.” 
K * K 


“It’s a poor salesman who doesn’t push the highest 
priced article,” says one man. 

Well, maybe, but not always. Haven't you had a 
customer who lost interest in the quality he was able to 
buy when you showed him how much better some higher 
priced quality was’ Instead of making a sale at a 
greater price, you perhaps lost the sale altogether be- 
cause the customer decided to wait until he could pay 
more money? That customer did not come back. 


* *K * 


What would happen if we could and did make knowl- 
edge of the hardware trade so hard to get that only 
about one in five of those at present selling hardware 
could acquire enough ability to be able to hold their 
jobs? 

Of course it isn’t a practical plan, but it would give 
us much better salesmen, though perhaps there would 
not be enough of them. ‘The trouble is that it is so easy 
to get knowledge today that everybody gets a little and 
those who know a little stand around in the way of those 
who know a great deal. 

Thurlow Weed tied his feet up in old rags and walked 
two miles through the snow to borrow a history of the 
French Revolution. He had to work for his knowledge, 
hut that made him value it the more. We don’t put even 
a reasonable value on that which is easy to get. Per- 
haps if we put a higher value on knowledge of the 
hardware business, we would think it worth while to 
work harder to get it. 
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Friendly Criticism. 


Of Saunders Norvell 


N account of their training, lawyers, as a class, 

are the brightest men in this country. A lawyer 

prepares his case with the knowledge that his 
opponent, the lawyer on the other side, will look for 
every weak spot and will show up all of his weaknesses 
before the jury. Not only do lawyers have to be very 
careful to get their facts straight, but they must also 
study the art of presenting their facts so they will im- 
press a jury. As a juryman, I have heard lawyers who, 
by reason of their ability as pleaders, made a great deal 
ot a very few facts. On the other hand, I have seen 
lawyers who had all the facts on their side but who 
made a terrible botch in presenting them. 

Now, the weakness in the training of the preacher 
and the school teacher is that they get up and talk and 
no one 1s permitted to answer back. As a result, there 
is always danger of preachers and school teachers being 
too sure of, or too careless about, their facts. One of 
the best methods of teaching is not only by lectures but 
also by questions and answers. This system develops 
the teacher as well as the scholars. 


In any event, when I receive letters from hardware 
men and women, such as those that follow, criticizing 
my articles and questioning some of the facts I have 
stated, I feel that it is only fair that they should have 
their hearing before the readers of the HARDWARE AGE. 
| am quite sure you will agree with me that these letters 
are exceedingly interesting and the points they make 
are well worth our consideration. 

k ox x 

If we are seeking the truth, it makes uo difference 
whether we are proved to be right or wrong. The more 
. Important question, after all is, what is true? <A certain 
student, in the presence of Socrates, made some personal 
criticism of a philosopher. To this student Socrates 
said: “‘It makes little difference what this man as an in- 
dividual is or is not. The important thing is the truth 
of the philosophy he teaches.” 

* * * 

In the groves ot the temples at Athens the philosophers 
and their students discussed almost every human ques- 
tion. It was the discussion of these questions that de- 
veloped thought. This thinking developed Greek phi- 
losophy. Dr. Will Durant tells us that the Greeks were 
strong individualists. As individualists, in the time of 
Aristotle, they produced one of the greatest philosophers 
—Aristotle; one of the greatest warriors—Alexander 
and one of the greatest orators—Demosthenes. However, 
Greece at this time, politically, was chaotic. Then the 
Macedonians proceeded forthwith to organize, syste- 
matize and centralize the Greek Government. That was 
the end of individualism and no more great philosophers, 
Warriors, orators or artists appeared in Greek history. 
The glory that was Greece passed away and in its place 
we see the rise of the Roman Empire, which was not 
based on the intellect but on power. The individual in 
the Roman system was a mere unit. The Romans be- 
lieved in mass conquest and mass government, just as 
today we are beginning to overlook the individual in 
mass production and mass selling! When one looks 


around at affairs in the United States today, there is 
quite a good deal to remind him of the rise of the 
Roman Empire, the main difference being that in those 
days they used slaves where now we use machinery. 
They had the Colosseum, where we have the movies. It 
seems to me that I prefer the individualism of the Greeks. 
They must have had a good time discussing the pros 
and cons of all the questions about almost everything 
in the world that they decided it was up to them to 
answer ! 

So, therefore and consequently, without the consent 
of my correspondents, | herewith give you an oppor- 
tunity to peep into my mail bag and see what I get 
when I take the responsibility of doing a little molding 
of public opinion. 

The following letter comes from an evidently very 
well informed retail hardware merchant in New York 
City. He touches upon a subject, the activity of Rus- 
sia, in which all of us should be interested. Several 
years ago, before Russia was front-page news in the 
daily papers, I wrote about the interesting experiment 
heing made in that country. I commented upon the 
curious influence Russia was having upon other nations 
in the world. Since then I have carefully watched 
developments. 

Naturally, some of my correspondents think I am “see- 
ing things.” If I had written about political conditions 
and their significance in the small and almost unknown 
Balkan nations just before the World War, I would, 
of course, have been laughed at. Even when the World 
War broke out, the majority of Americans thought and 
acted as if we could sit by and watch the Big Show 
without being touched in any of our affairs. Since 
then we have learned better. 

kok x 

The great Napoleon once prophesied that the entire 
world would become either British or Russian. While 
I write these lines there is a serious difference in China 
between the Reds, stirred up by Russian influence, and 
a large faction of the Chinese. It is not beyond the 
realms of logical probabilities that these differences 
should lead to a war between China and Russia. Do not 
forget that the Russians have a large, well-trained, well- 
equipped army. If this army invaded China, there is 
no question about the result, as between Russia and 
China. It would be inevitable, however, that European 
nations should be drawn into the conflict, and develop- 
ments, in their effect upon world-wide politics, are full 
of speculative interest. 

: = 2 

My retail hardware correspondent writes me as fol- 
lows: 

684 Morris Park Avenue, 
Bronx, New York. 


My Dear Mr. Norve.v: 


Many a hard working retail hardware man who has not 
sufficient time to thoughtfully read over his daily paper 
forms his opinions on things, ideas, and people as a result 
of reading your articles in the HARDWARE AGE. 

This situation puts a particularly heavy responsibility 








hw 
+ 








STAR aaa ie ee RE ali 
TAGS fee Nt? Gee Teo? 





April 28, 1927 


A 
¥. 
» 


6n you as a molder of public opinion and source of in- 
formation for a large class of people. 

Your opinions, advices, and forecasts in the domain of 
business are usually correct and stimulate the reading 
business man to independent thinking and checking up of 
your conclusions with his experiences. The correcting 
factor of the business man’s proverbial hard-headedness 
in business matters, his business experience and common 
sense, serve as effective safety valves against some excess 
steam that occasionally pours out from some of your lines. 

Unfortunately the same cannot be said of your writings 
on the subject of international politics. 

From the standpoint of thoughtful reading of the daily 
newspapers this is the weakest spot in the American read- 
ing public, especially so among the retail merchants. They 
may find some time to read through the local news and 
may be enticed to glance through some sensational event 
line such as the Browning versus Peaches trial, or the 
Snyder murder case. But very few of them read more 
than the headlines of foreign news, with the result that 
they have only very vague and often entirely erroneous 
opinions or rather notions about these matters. 

Your writings on political questions, presented in a more 
serious vein than the usual newspaper, and in your usual 
attractive brilliant style, and carrying the authority of 
your name as a wise and well informed business man, are 
therefore often swallowed bait, hook and sinker. 

While your pessimism regarding the business outlook 
may be quite justified by facts, your description of the 
world condition in your article “Easy Money,” published 
in the issue of Feb. 17 of the HARDWARE AGE, is either 
scare-mongering or indeed a case of “seeing things.” 
Seeing them through highly colored, red tinted glasses 
imported from Great Britain. 

You mention several well known recent and contem- 
porary events of widely different character and taking 
place in widely different territories and ascribe them all 
to one single cause, namely, the evil influence and ma- 
chinations of Moscow. How terrible! At the same time 
how lucky it was of you to discover that the villain in all 
these dramas is really the same unseemly thing, the 
Soviet.” : 

How readily the idea suggests itself that this villain 
must be destroyed and the suffering world relieved of its 
troubles and returned to its peaceful normal times of 
pre-Soviet days. 

Kill Red Russia and— 

England will have no more labor troubles. 

Egypt will have no political disturbances. 

India will be saved from uprisings (and massacres by 
British ? ) 

Mexico will lic down like a lamb at the feet of Uncle 
Sam. 

Nicaraguiens will all, without exception, perceive our 
superior wisdom and beg us to come and manage their 
affairs for them. 

And last but not least— 

China will realize that she was hypnotized and misled 
by the wily Russian Bolsheviki. Now with the elimina- 
tion of this evil spirit the Chinese will emerge from their 
trance and again embrace their real friends and well 
wishers—the British. 

Peace shall then reign in the world and good will 
among men. 

The refutation of all of your contentions with facts 
and logic would be a very easy task. I regret that I can- 
not go into it as fully as I desire, since this would take 
up more space in the magazine than I dare use for this 
letter. My purpose will have been accomplished if I will 
arouse the critical capacities of your readers and induce 
them to take your political opinion with a good grain 
of salt. 

Everybody knows: That hard fought and long drawn 
out strikes and general labor troubles were quite a usual 
affair in every European country and the United States 
while the Czar was still master of all the Russians. 

That Egypt and India are forever seething with revolt 
against foreign oppression, that the massacres in India 
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and the boycotts against the British were a fact before 
the Bolsheviki power in Russia. 

That the Mexican revolution, whose main aspiration it 
was to rid the country from the foreign exploitation and 
the Mexican tools and foreign exploiters and plotters, took 
place before the World War. 

That this war unloosened all the liberal and radical 
latent forces. 

That the Russian revolution was only one manifesta- 
tion of such unloosened forces. 

That Nicaragua—well, Secretary Kellogg may be a 
great statesman and honorable gentleman, but a feeling 
of shame as an American makes me finish this passage 
aaa 
That China was the most downtrodden nation on earth, 
that it gradually lost every vestige of political or economic 
independence, that the European nations and Japan, led by 
Great Britain, debauched that great and _ peace-loving 
nation, doped them by opium and corrupted their poli- 
ticians. This state of affairs in China was maintained 
by the help of so-called generals who are nothing but 
brigand chiefs heading some mercenary rabble of a 
soldiery. 

The Chinese revolution took place in 1911 and was led 
by Dr. Sun Yat Sen, the same man whose principles are 
the guiding spirit of the Chinese Nationalist Party (Kuo 
Nuntang) today. 

You state Russian officers are drilling the Chinese 
soldiers. Russian money is equipping them. Both these 
statements are ridiculous and strange. Only the other 
day Mr. Hughes stuck his head in the sand and proclaimed 
to the world that Russia is non-existent. Well, as Mark 
Twain would have said, the news of Russia’s death was 
slightly exaggerated. 

At present it shows very visible signs of healthy 
prodigious growth and increasing prosperity. They are 
using their surplus, however, not for propaganda or in- 
timidation in foreign countries but for the purchase from 
abroad of much needed machinery for the rehabilitation 
of their industry—agriculture. 

Is it not remarkable that in the whole lengthy note of 
Sir Austen Chamberlain to the Soviet Government, not 
a word was mentioned of the Russian Labor Unions’ 
support to the British miners, nor of the Russian Gov- 
ernment giving aid to the Chinese? The silence of the 
British note on these subjects leads one to the conclusion 
that the accusations are either false or that the generally 
admitted fact of the Russian people’s sympathy with the 
striking British miners or the Chinese masses struggling 
for the independence of China cannot be laid at the door 
of the Russian Government as crimes and breaches of 
international agreements. + 

It is also characteristic that while the entire press pub- 
lished the British note in full, not one newspaper gave 
more than a mere summary of the masterful reply of 
the Litvinoff, acting commission for foreign affairs. Still 
more significant is the fact that Sir Austen Chamberlain 
stepped down from his high diplomatic horse, took a 
mouthful of water and did not reply to the Soviet note. 
Neither did he carry out any of his threats regarding 
breaking off relations. Instead, he got busy organizing 
the rest of Europe in a holy alliance against Russia. 
Germany is being drawn into the ring. Italy is a jealous 
convert to the cause (as usual with Italy, she waits long, 
but gets a better price.) All those Polands, Rumanias, 
Esthonias, and whatever the names of those other puppet 
“States” may be, are lackey-like looking into the hand 
of their master. Well, who is plotting the disturbance 
of the peace of Europe? Russia or England? No secrets 
about England’s diligent and enthusiastic work in align- 
ing everybody against Russia is being made in the press. 
The recent Geneva Conference of the so-called League 
of Nations was devoted to this lofty purpose. Even the 
denials of such plans and arrangements made by the 
various statesmen betrayed the real nature and direction 
of the diplomatic maneuvering at Geneva. 

Look at the present danger spots of Europe, and you 

(Continued on page 95) 
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Everybody’s Business 


By Floyd W. Parsons 


HY all of this furore 
about the evils of mate- 
rialism? Life is like an 


automobile coasting downhill with 
the brakes out of commission. 
Stopping is out of the question, 
so all one can do is sit tight and 
try to guide the runaway. Mate- 
rialism is here to stay and it is 
far better than the superstitions 
and half-baked theories of yester- 
day. Because it emanates from the 
head is no reason it is lacking in 
heart. In fact, we would be quite 
lost today if it were not for this 
great force which demands that we 
give first consideration to life’s 
realities. 

It reminds me of the class in 
arithmetic in a rural school. The 
young teacher from the city pro- 
pounded this question to the tow- 
headed daughter of a farmer: “If 
there are 10 sheep on one side of 
a wall, and one jumps over, how 
many sheep will be left?” 

“No sheep, teacher; no sheep.” 

“Oh, but you’re wrong!” said 
the teacher. “I’m sure you are not 
so stupid as that. Think again. 
If there were 10 sheep on one 
side of the wall, and one jumped 
over, certainly nine sheep would be 
left. Don’t you see that?” 

“No, no!” persisted the child. 
“Tf one sheep jumped over all the 
others would jump after. My 
father keeps sheep.” 

Then, seeing the puzzled look 
on the teacher’s face, the little girl 


explained apologetically: “You 
know ’rithmetic, but I know 
sheep.” 


The trouble with most of us 1s 
that we are trying to make life 
ft into the molds of yesterday 
rather than set ourselves earnestly 
to the task of shaping new patterns 
and making new rules to fit life as it is today. It is neces- 
sary that we face the startling truth that man is coming 
rapidly to the end of his present civilization. As nature 
measures the ticks of the clock of time, it was just a little 
while ago when the ice retreated for the fourth time from 
our valleys, leaving only the big trees of California and 
a type of human known as the Neanderthal man to bridge 
the era separating the past from the present. 

This early kinsman succeeded in discovering fire, and 
passed his knowledge on to the Cro-Magnon man who 
struggled on for more than a hundred generations, finishing 
his work with the coming of the new stone age that ended 
1500 years before the birth of Christ. In these early times 
man did not average one revolutionary discovery a century. 
He learned to count to ten and ages passed before he ad- 
vanced any farther. 





The coming of Christianity 
added impulse to the progress of 
civilization. Six centuries later, 
Mahomet was born, and the re- 
ligion he established would prob- 
ably have overrun the world had 
it not been for the defeat of the 
Saracens in the Battle of Tours 
in 732 A. D. Popular education 
started with Charlemagne early in 
the ninth century. A little later 
King Alfred established schools 
in England. Then the hardy Norse- 
men discovered Greenland and 
probably sailed down along the 
eastern shore of America. Next 
came the Crusades which began 
in 1096, and this union of peoples 
in a common cause brought about 
an exchange of ideas for the first 
time among the nations of Europe. 

While the introduction of metal 
type in 1450 made possible the 
wider dissemination of knowledge, 
there was still a pronounced re- 
luctance on the part of human- 
kind to take up with new thought 
and new customs. The theories of 
Copernicus with regard to plane- 
tary movements, and even New- 
ton’s presentation of the laws of 
gravifation, did not shake man out 
of his prolonged stupor. The fal- 
lacious ideas of Galen, who first 
carried on experiments in the dis- 
section of apes and lower animals, 
were accepted without question for 
nearly 1300 years. Everyone was 
content to rely on the expressed 
beliefs handed down through the 
ages. The world practically stood 
still because it had not yet given 
birth to that most destructive and 
at the same time constructive per- 
son, the scientific doubter. 


It was Harvey who really 
brought about the declaration 
of independence on the part 


of human thought. He doubted the conclusions that man 
had accepted thoughtlessly for more than a thousand years, 
and this resulted in his discovery of the circulation of the 
blood. A little later another great doubter appeared and 
Darwin gave us his “Origin of Species,” a book which in- 
fluenced human thought to a greater extent than any other 
except the Bible. So careful was Darwin in the exposition 
of his theory that it has become not only the working hy- 
pothesis of practically all biologists, but is accepted gener- 
ally by the scientific world. 

Now we start on the final lap of an amazing era that 
will bring changes so radical that they are beyond the 
grasp of our present intelligence. Take your pencil and 
compound a normal yearly increase in population and you 
will find that there will be more than a billion people in 


(Continued on page 99) 
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California Firm Turns [ts Paint Stock 
SEVEN TIMES a Year 


N Stockton, Cal., which has a population of about 
40,000, the H. C. Shaw Co. enjoys a stock turn of 
seven times a year on a $2,000 stock of paints and 

brushes. F. G. Gelatte, manager of the hardware de- 
partment of the company, which is distinct from the 
implement department, is largely responsible for the 
firm’s success in paint. 

Two years ago Mr. Gelatte decided that his company’s 
paint business was not what it should be. He investi- 
gated. As a result of his investigation he changed the 
line of paint that the company had been carrying and 
put in an entirely new line. 

In his choice of a new line of paint he was moved by 
three considerations: First, he wanted and obtained a 
well-known line. Second, he wanted and obtained a line 
of paint that could be demonstrated as to quality, uni- 
formity and economy. Third, he wanted and secured a 
line which had not only the two enumerated points in 
its favor, but one also which was attractive in the mat- 
ter of price. 

When he had contracted for this new line he had 
factory representatives come to the store and demonstrate 
the talking points, or selling arguments, in favor of it as 
a dependable line of paint. These factory demon- 
strators instructed the retail sales force, gave demonstra- 
tions to them, and then gave demonstrations at the open- 
ing sale; which incidentally, was well advertised in the 
local newspapers in advance of the opening date. The 
manufacturer assisted in the advertising campaign. 

The opening sale was successful. It aroused interest 
in paint. It attracted old and new customers to the 
store. It paid for itself in sales, and it caused repeat 
orders, which is an important thing. 

Following the opening sale, the company continued to 
advertise its new line of paint. It continued to display 
paint and brushes in its windows. It continued to give 


demonstrations, not in its store, but on farmers’ barns and 
fences, on the old automobiles of some of its customers, 
on chairs and tables and floors. These latter demon- 
strations, that is, the field demonstrations, proved more 
effective than the store exhibits. 

Mr. Gelatte figured to himself that if stoves and ranges 
and washing machines and electrical appliances can be 
sold by field demonstrations that paint could be sold in 
the same way. He demonstrated that it can. 

Another thing, whenever a can of paint or varnish was 
sold, the salesman always, not sometimes, or if he hap- 
pened to think of it, but always, attempted to sell brushes 
with it. Note the plural. Not a brush. But two or 
three brushes. One for the broad strokes, one for the 
finer work and one for the corners and crevices, etc. 
Invariably it worked. 

Two months after the Shaw Co. dad taken on its new 
line of paints it had sold more paint, varnish and 
brushes than during all of the two years previously. 

Mr.. Gelatte attributes it to the following things: 
First, to the fact that the line is well advertised. Second, 
to the fact that the manufacturer will cooperate with 
the dealer in sales helps, advertising, demonstrations, 
etc. Third, to the fact that the store’s sales force was 
enthused by the significant increase in sales. Fourth, to 
the fact that the paint is of good quality. Fifth, to the 
fact that it is attractive in regard to price. Sixth, to the 
fact that outside demonstration selling stimulated innu- 
merable sales that would not have been brought about in 
any other way. Seventh, to the fact that because the 
manufacturer from whom he buys carries a local ware- 
house stock, Mr. Gelatte is able to carry a moderate 
stock on hand in his store, thus keeping down the 
amount of capital invested. He can reorder at any time, 
and can get prompt deliveries from a near-by source of 


supply. 
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Old Customers Celebrated 


T is barely possible that back in 
1877, when he first started his 
hardware and implement store 

in the little town of DePere, Wis- 

















CONGRATULATIONS 


A golden jubilee is always an occasion for 
congratulations, but when a business firm 
observes the fiftieth anniversary of its es 
tablishment in our city, it is a special occa- 
sion of felicitation. and the undermgned take 
this opportunity of extending best wishes to 
R. }. McGeehan, Son & Co. on their golden 
jubilee. Their record of half a century is 
not only a credit to the founder of the bus 
ness and its present manager, but speaks 
equally well for our city and surroundings, 
which have made this accomplishment pos- 
mble 


Modern bussmess is fostered by fnend- 
ship and good will; we extend both to the 
yubslariana with the hope that the amicable 
business relations that have prevailed in the 
past will continue im the future. and that the 
coming years may bring prosperity. to R. J 
McGeehan, Son & Co., as well as to every 
business man in De Pere 
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McGeehan’s competitors joined with the 
other business interests in DePere in 
running display advertisements in the local 
newspapers congratulating the store on its 
long record of business integrity and 
merchandising achievement. 





The windows contained a collection of 
old photographs and many of the store's 
early records. The display attracted much 
interest and people could be found in 
front of the windows as late as eleven or 
twelve o’clock at night. Inside of the store 
other records were on exhibition and cus. 
tomers found considerable thrill in looking 
up their names and those of their fathers 
in the old books preserved by the store. 





consin, that R. J. McGeehan realized 
that the good will he was establish- 
ing could be “cashed in on” a half 
century later. DePere in fifty years 
has grown to a town of 5000 popula- 
tion but it is still essentially an agri- 
cultural center and most of the sur- 
rounding farms are still owned by 
the early customers of the store or 
their descendants. 

The McGeehan establishment is 
not merely “another store” but has 
grown to be an institution that is 
an integral part of the development 
and history of the town and is so 
accepted by the people of the com- 
munity. Proof of this is found in 
the recently celebrated fiftieth anni- 
versary of the store, in which the 
old-timers took a lively interest and 
which the business houses, includ- 
ing the store’s competitors, did their 
share to make a success. 

Naturally, in order to earn the 
esteem of customers and competitors 
alike, the McGeehan store has built 
up a long record of honesty, fair deal- 
ing and service. Started in a small 
way, in what was then a frontier 
village, by Robert J. McGeehan in 
1877, the store was making a moder- 
ate success, when it was completely 
wiped out by fire and with no insur- 
ance. However with the credit co- 
operation of the jobbers, it was soon 
opened again. In 1884 the entire 
town burned and with it went the 
store. Again the jobbers’ faith in 
Mr. McGeehan, this time aided by 





Fiftiet 


h Birthday 


a little insurance money, permitted 
him to rebuild on the present site 
and the real progress of the store 
began. R. J. McGeehan died in 1911 
and the management of the firm was 
taken over by his son, Elmer J. Mc- 
Geehan, who had been associated 
with his father for some years. 

Last month, as a fitting celebration 
of its 50th birthday, the store con- 
ducted a_ three-day “anniversary 
sale.” Old customers were especially 
invited to attend, merchandise sold 
40 years or more ago and still in 
use was borrowed for the occasion 
and used to trim the windows and 
the old store records and books were 
placed on exhibition. <A _ collection 
of photographs taken in the 70’s and 
80’s, showing scenes in the early 
town, was the feature of one window 
that attracted considerable attention. 
With this incentive, many were the 
reminiscences of the old timers who 
vied with one another in giving pub- 
lic testimony as to the fair dealing 
of the-store and longevity of the 
merchandise bought. There was one 
woman still using the farm wagon 
purchased forty-two years ago by 
her father; there was the man who 
had used a mower for twenty-five 
years; and there was the man who 
had been a steady customer for forty- 
five years. 

Several thousand circulars adver- 
tising specially priced bargains for 
the three days were distributed 
around the territory and the local 
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Customers and competi- 
tors join in marking half- 
century point in life of 
the business house of R. 
J. McGeehan Son & Co., 
of DePere, Wis. A laud- 
able community spirit 
shown by other’ mer- 
chants, the banks, the 
Rotary Club and City 
council. Municipal Band 
also serenades the store. 











newspapers gave considerable edi- 
torial space to the event. Demon- 
strators and representatives from 
various wholesale and manufacturing 
concerns augmented the regular store 
force during the sale. 

Over 4800 people registered at the 


store in the three days and there were 
many more who failed to register. 
The total sales ran over $15,000—the 
average daily sale of the store at this 
season of the year will total about 
$1,000. Flowers and congratula- 
tions were received from the other 








Part of the crowd which thronged the store for three days. At times the 
store became so crowded that all effort to sell goods had to be abandoned. 


merchants, the banks, the Rotary 
club and the city council, and on the 
afternoon of the last day the muni- 
cipal band serenaded the store. A\l- 
together McGeehan’s 50th annivers- 
ary sale was a real event in the his- 
tory of DePere. 
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An attractive window display of explosives by the Emigh-Winchell Hardware Co., Sacramento, Cal. 
artistically arranged display caused a great deal of very favorable comment. 


Excellent Window Display 
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Needless to say this 


Photo by courtesy of the Hercules Powder Co. 
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Lai Kee Sells Hardware 
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in AMERICA 


HICAGO’S “Chinatown” has a population of 
te approximately 4000 Orientals although they have 
the old Oriental habit of counting only the adult 
males so that on questions of population one is told 
that there are “1000 men” in the district. With these 
potential customers, one hardware store, that of Charles 
Young, enjoys a monopoly of the business. 
“Charles Young” is a name adopted largely for the 
convenience of wholesale houses—Lai Kee is the real 
name of the proprietor. Lai was born in China and 


came to this country about fifteen years ago and after 
spending some five years in learning the language and 
customs of his adopted country, he opened a dry-goods 
About three years ago, after watching the hard- 


store. 






















N this store located in 
Chicago’s Chinatown, Lai 
Kee has built a hardware 
business that shows an an- 
nual turnover of ahuot $12,000 and 
inventories around $5,000. He is 
pictured here with his occidental 
store equipment. It may be noted 

that the stock consists of familiar 

American articles of hardware. 
In-the lower photo will be seen the 
well kept windows of Mr. Young’s 
establishment and next door to the 
hardware store is his dry goods 
store. Note the sign reading 
the “Chinese American Citizen 
League.” About $3,000 worth of 
paint is sold annually by this store. 


ware business of the district go to two small stores run 
by Occidentals some distance away, he decided that a 
hardware store was needed so he started one. 

This Chinese store looks exactly like hundreds of 
other hardware stores, with shelving running to the 
ceiling on either side and with floor show cases forming 
an aisle down the center. Any Occidental would be 
entirely at home in this store. The stock will inventory 
on the average about $5,000 and sales approximate 
$12,000 annually. 

When asked what kind of hardware his customers, 
who are 100 per cent Chinese, bought, Lai Kee stated 
briefly ‘the same as American stores sell.” Paint is 
his best selling item—about $3,000 worth annually and 
kitchen-ware, laundry supplies 
(strictly for home use), tools and 
some builders’ hardware make up 
the balance of his sales. 

To build a retail business of 
these proportions would be quite 
an achievement for anyone, but 
for a man who had language and 
customers to become familiar with 
in addition to other problems of 
business it seems doubly so. China 
has been said to be waking from 
her long sleep, but Lai Kee was 
up before breakfast—at least he is 
wide’ awake. 
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The Festival of 
THE BLOSSOMS 


fornia, which is about thirty miles south of San 
Francisco, the people of the valley enjoy what is 
known as the festival of the blossoms. 

This custom in California is believed to antedate the 
settlement of the Spaniards in the Eighteenth Century. 
However, this festival, which is thought to be of Indian 
origin, was glorified by the Spaniards. They held fiestas 
colorful and vivacious, and they enriched the old Indian 
rituals with a fresh poetic symbolism, in which may be 
traced Roman, Gypsy and Moorish influences fused to- 
gether in characteristic Spanish style. 


But the distinctive imprint of the Spaniard in Cali- 
fornia is growing dim. Modern spurious imitations are 
helping to efface it. What was once the reality of a 
bold colonial conquest is now a romantic legend, sup- 


Ei spring, in the Santa Clara Valley of Cali- 





ported by a growing collection of unconfirmable and 
delightful tales. 

But each year with the coming of spring the immortal 
spirit of the fiestas moves abroad in the land. 

“For lo, the winter is past. The rain is over and 
gone. The flowers appear on the earth. The time of 
the singing of birds is come, and the voice of the turtle 
is heard in the land. The fig tree putteth forth her 
green figs, and the vines with the tender grapes give a 
good smell.” 

And there is feast-making in the towns and in the 
valleys. There is dancing and merry-making, and a 
great display of pomp and ceremony and confusion. 
The old pageant of life is being acted against a back- 
sround of white blossoms and green hills. 
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PAINT MERCHANDISING 


Sells Large Volume for J. Russell & Co. 


Mass., do everything in a big 

way. Ihis firm’s large paint 
department dominates the entire rear 
of the store and enjoys an annual 
sales volume of approximately $140,- 
OOO. This volume includes the sale of 
paints, brushes, glass, putty, putty 
knives and the many _ incidentals 
which complete the department. 
Robt. Harrigan is in charge of this 
‘end of the business. 
A side door permits the customer 
‘to enter or exit the paint department 
without going through the entire 
store but, of course, the majority do 
come through the front door, even 
though they may leave via the side 
exit. 

Paint brushes are completely sam- 
pled in one section of the paint de- 
‘partment. They are displayed on the 
glass door panels which hide the 
stock packed in back. One show 
case devoted to brushes stands prom- 


J RUSSELL & CO. of Holyoke, 
. 





Robert J. Russell 


Sales Director of Company 


inently in with the paint stock to help 
interest the buyer in brushes when 
seeking paint. It is a definite mer- 


chandising practice with Russells to 
sell every paint buyer a suitable brush 
and the sale record shows an almost 
complete success with this plan. The 
extra sale is fully appreciated by the 
sales force. 

When displaying or advertising 
paint, brushes are always included. 
You can see this in the two typical 
window displays reproduced with this 
story. Russells make full use of 
manufacturers’ display material, 
color cards, color paddles and selling 
pointers. Mr. Harrigan and his as- 
sistants also take advantage of visits 
by manufacturers’ representatives. 
They ask them questions, listen to 
data on new lines, new developments 
and make a most earnest effort to keep 
fully posted on paints and painting. 
This one fact is one of the important 
reasons for Russell’s growth in the 
sale of paint. 

The business of J. Russell & Co. 
was founded seventy-nine years ago. 





Photos on these pages are of window displays of paints and paint brushes by the paint department of J. Russell & Co., Holyoke, Mass. 
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Builders’ Hardware Door by Door 


“Fire Exit Doors” 


By W.N. Thomas 


Editor's Note-——This is the eighteenth installment of a series of articles on builders’ hardware appearing every 


wo weeks im the columns of HARDWARE AGE. 
how to tell his story. 


IRE exits that are well designed, conveniently locat- 
ed, and in sufhcient number and properly equipped 
with the most modern and efficient hardware are 
no longer to be looked for only in the most modern and 
expensive buildings, they have become the moral and 
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legal requirement for every building new or old wherein 
people assemble for pleasure or work. No new build- 
ing is planned without suitable exits, and no old build- 
ing is continued for public use without being remodeled 
to meet these requirements. This brings the demand for 
the best hardware equipment that ingenuity and crafts- 
manship can produce. Several manufacturers have pro- 
duced lines of “Fire Exit Hardware” that meet this 
exacting demand. Since the conditions under which Fire 
Exit doors operate vary considerably, it is necessary to 
vary the construction of the hardware to suitably, and as 
simply as possible, meet these several conditions. 








Inside (1) 
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Inside (3) 


3efore considering the hardware it may be a good 


The author, W. N. Thomas, is an acknowledged expert and knows 
The next mstallment will appear in the May 12th issue. Watch for tt and read it. 


looseness as the doors open and close. The doors should 
close easily without binding at the top, bottom or at the 
hinge jamb; they should not be sprung, but should strike 
evenly at top and bottom when closed. As these are out- 
side doors, and open out they should be so constructed 
as to be kept free from ice and snow or dirt at the 
bottom. No hardware, however intelligently planned 
and well made will work satisfactorily on ill fitting and 
poorly hung doors. 

In some buildings, such as theaters and auditoriums, 





























there are a number of doors designed to be used prim- 
arily as emergency exits doors are designed to be con- 
trolled from the inside only and may be considered as 
one class of doors and supplied with hardware to accom- 
plish only the simple exit function. There are other 
buildings, such as schools, factories and the like, where 
the general entrance doors are used also for the general 
exit doors. Such doors having the double function to 















































Inside (5) Outside 


plan to take a look at the doors to see that they are 
properly hung on good strong butts of suitable size, 
solidly secured to the jamb and to the door so there is no 


perform must be supplied with hardware and locks that 
permit control from both sides under such regulations 
as the management of the building requires. This type 
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of doors may be considered as a second class. All exit 
doors should be equipped with “Fire Exit” or “Panic” 
bolts with cross bars that will release the fastenings 
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Inside (6) Outside 

cf the door as soon as pressure is put against the bars. 
This makes the opening of the door automatic and not 
dependent upon the wilful act of any person who “knows 
how.” The cross bar extends across the width of the 
door and is usually placed three feet from the floor to 
the bar. This insures contact under any circumstances. 
There are a few places where the cross bar is used 
shorter and does not extend clear across the width of 
the door, but this is an unusual application and seems to 
have no special advantages in its favor, therefore it is 
best not to recommend it. The stiles of the door are 
likely to give a better place to securely fasten the end 
brackets of the cross bar. 

_ For a single door used for exit only a cross bar which 
operates a latch, either mortise or rim is usually used 
(1) As the door opens out the latch should be made with 
an auxiliary bolt which dogs the latch bolt when the 
door is closed, so the latch bolt cannot be worked back 
from the outside. A cross bar that operates a bolt at 
the top and the bottom of the door (2) may be used on 
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Or the pair of doors may have a top and bottom bolt 
as shown at (2) on each door, in which case the doors 
would look as shown at (4). This gives the greatest 
amount of security and rigidity to the doors when closed, 
but as noted for the single door it will cost more than 
the combination shown at (3). 

For “Exit Doors” that are to be used also as “Entrance 
Doors” there must, of course, be an outside control as 
well as on the inside. This must be accomplished by a 
lock having key control. In the most modern “Exit 
Bolts” the locks are always of the “Cylinder” type con- 
trolled from the inside, outside, or both as the operating 
conditions of the building require. 

For a single door the cross bar operates the lock at 
all times from the inside with the addition of a key 
action on the inside that will draw back and hold the 
latch bolt so the door may be opened from either side 
at will. On the outside there is a knob or handle with 
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Outside (7) 


which to open the door after being released or unlocked 
by the key on the outside providing the latch bolts have 
not been held back by the inside cylinder. Equipped in 
this way the door will lock on the outside and the inside 
as shown at (5). 

A single door may be operated by a top and bottom 
bolt with cross bar and having a knob and key control 
from the outside (6) this has the rigidity of the top and 
bottom fastening but it costs more and it is a question 
whether the additional expense is justified. When doors 
of this type are made in pairs, one door must be secured 





Hand of Fire Exit Bolts. 





A door opening out as above 
requires a Left Hand Reverse 
Bevel Bolt. 


A door opening out as above: 
requires a Right Hand Reverse 























Outside (8) 


a single door and has the advantage of holding the door 
rigidly at these points, but it is slightly more expensive 
and not so often used, perhaps on account of the cost. 
Doors for exit only when in pairs, must have bolts 
arranged so one door will be held firmly so the other 
door may be secured to it and at the same time either 
door must open independently of the other when pressure 
is brought against the cross bar. This is done by placing 
the top and bottom bolt shown at (2) on the standing 
door and the bolt with the latch shown at (1) on the 
other door, when so equipped they will look like (3). 


Bevel Bolt. 


In ordering be particular to specify Right Hand Reverse Bevel or 
Left Hand Reverse Bevel as wanted. Do not simply state Right 
Hand or Left Hand. 











top and bottom with a bolt such as shown at (2) and 
the other door may have a cross bar as shown at (1) 
which operates a lock that is controlled by a key in the 
same manner as shown at (5)’ this combination from 
the inside locks the same as (3) and from the outside 
as at (7). Here again both doors may have top and 
bottom bolts as at (4) one of which is controlled by a 
(Continued on page 102) 
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What the Hardware Council Is Doing 
Selling Methods 


In what ways and to what extent are present trends in dis- 
tribution methods likely to affect the selling of hardware? 


HE disposition of our ever-increasing output of 

manufactured products continually intensifies the 

problem of distribution. The competition of pro- 
ducers, each intent on selling the largest possible volume, 
has led distribution into a multitude of diverging, con- 
verging and conflicting channels. 

Where hardware distribution formerly flowed largely 
through retail hardware stores, it is now spread to 
stores of almost every type, and manufacturers and 
wholesalers are more and more going direct for larger 
consumer trade. 

Present indications are that the variety and number of 
outlets will increase rather than decrease until the dupli- 
cation of effort becomes so complex, confusing and costly 
that the trend will once more turn toward specialization 
in distributive effort. 

Meantime there will doubtless be both greater diversi- 
fication and greater specialization by hardware retailers, 
since one extreme usually offsets another. 

The majority of stores, particularly those in agricul- 
tural sections, will probably find it most profitable to 
carry a large variety of merchandise. 

Certain stores may give attention chiefly to house- 
wares and carry no tools or heavy goods; others may 
eliminate stoves, and similar large items and confine 
themselves largely to shelf hardware; others may handle 
stoves, refrigerators and other units that work well to- 
gether, while still others may concentrate upon the 
smaller hardware items. 

And all these types of stores may be successful, when 


properly conducted. The wide-awake retailer should be 
able to size up his particular situation and diversify or 
specialize as situations warrant. 

The Hardware Council recognizes the Retail Hard- 
ware Store as the logical source of quality merchandise. 
The public has come to look upon it as the supplier of 
dependable goods. It has not featured cheap or low- 
grade lines. At the same time it must also be recognized 
that there has been a radical change in the buying habits 
of the people. Wants do not always match needs, and 
while desires may be satisfied with little attention to 
values, price rather than quality often controls the pur- 
chase of necessities. 

The Hardware Council recommends that more atten- 
tion be paid to proper display and presentation of quality 
merchandise by dealers and their sales force. The quality 
angle should be exercised in order to offset this 
price phase. Educational work on both salesmen and 
the public, so that there will be a clear appreciation of 
the hardware store’s position, will do much in this 
direction. 

Manifestly, if the retailer is to be successful, he must 
continually study changing trends and adapt his busi- 
ness to the buying habits of the public. 

Many other things are considered under the heading 
‘Hardware Trends” in the printed report of the Hard- 
ware Council. Meanwhile every printed page of that 
report should be carefully read and_ studied. 

The Council can only suggest and recommend. The 
rest is up to you. 








Editor’s Note: 





Under the title “Trade Betterment” reports 
and recommendations of the Hardware Council, in booklet form, 
have been distributed to all members of the National Retail 
Hardware Association, National Hardware Association of the 
United States, Southern Hardware Jobbers Association and 
American Hardware Manufacturers Association. 


The Hardware Council possesses no enforcing power, but de- 
pends entirely upon the voluntary support of the hardware trade 
for making effective recommendations. 


Give your earnest support to the Hardware Council. 
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Window Trimmers can set 
Example in Display of Flag 


L. GEORGE, of the George Hardware Co., 

Grinnell, Iowa, calls attention to a window dis- 

play pictured in a recent issue of HARDWARE 
AcE in which the Flag of the United States of America 
was wrongly displayed by the window dresser. He 
writes : 

“The March 1 number of the HARDWARE AGE is at 
hand and I[ noticed that in one place you show the picture 
of a window. 

It is not my idea to criticize this particular window 
display but there is a thing or two in it that I could 
not help noticing. I believe that every window trimmer 
should know that the American flag is not a part of 
his equipment when it comes to trimming a window. 
If we expect the people of this land 
to respect our Flag we should set an 
example for those who do not know 
the right. I am therefore making a 
double protest on the lowe~ picture 
shown on page 40. 

In the first place an American Flag 
should not be draped under any con- 
dition. In the second place 
it should not be used for 
commercial purposes. In 
this case the dealer is dis- 
honoring his own Flag for 
the benefit of himself. 

sunting was made for the 
purpose of displaying the 



















colors of our nation and can be used in any way shape 
or form without disgrace to any one or thing. 

I would like to see the HARDWARE AGE stand for the 
rules and regulations of our Flag by using their influ- 
ence on their subscribers. 

Very truly yours, 
R. L. GEORGE. 

Mr. George is quite right in his effort to bring this 
matter to the attention of the trade as all too frequently 
the Flag is used to “decorate” the hood or the rear of an 
automobile, to be tied in bows and it is even common 
on our political platforms to see the Flag draped or 
tied up in what is someone’s idea of decoration. 

Bunting is available for these purposes and with a 
little thought and ingenuity may be made up into very 
attractive rosettes and drapes that 
do not trespass upon the propriety 
of the Flag. 

There seems to be a great need 
for education along this line and 
to this end we publish anew some 
of the regulations which if ob- 
served will aid those displaying 
the Flag during the coming sum- 
mer when so many patriotic 
occasions occur. 

A circular issued by McAllister 
Flag & Specialty Mfg. Co. says: 
“There are certain fundamental 
rules of heraldry, which, if under- 

(Continued on page 99) 
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Manhattan Dealers Dis- 
cuss Current Trade 
Problems 


The regular monthly meeting of the 
Hardware and Supply Dealers Association 
of the Manhattan and Bronx Boroughs, 
Inc., held Tuesday, April 19, was de- 
voted largely to a discussion of current 
merchandising problems faced by hard- 
ware merchants in the Metropolitan dis- 
trict. 

President Edward Ferguson who pre- 
sided, reported on his recent attendance 
of the Troy, N. Y., meeting of the Fast- 
ern District Hardware Club and told of 
recent activities of the Metropolitan as- 
sociation. 

The association voted unanimously to 
participate in the proposed joint summer 
outing of the four Metropolitan associa- 
tions and will not in such an event hold 
a separate outing. 

Secretary C. H. Tilson read minutes of 
meetings and correspondence received. 





U. S. Hardware Moves 


The United States Hardware Store, 
Seattle, Wash., opened at its new location 
at the corner of Howell and Terry Ave- 
nues last week. New and used hardware 
and furniture are featured at reasonable 
prices. 





G. J. Browne, New Zealand 
Merchant, Visiting U. S. 


G. J. Browne, managing director, (eo. 
J. Browne; Ltd., 294 Queen Street, Auck- 
land, New Zealand, visited the offices of 
HARDWARE AGE last week. Mr. Browne 
is en route to England. He landed three 
weeks ago at Vancouver, B. C., Canada, 
went to Chicago and then on to New York. 
He is visiting some of the larger Ameri- 
can retail stores and has been very much 
interested in methods and merchandising 
he has observed on his trip. Mr. Browne 
will sail for England about May 10. 

The business of Geo. J. Browne, Ltd., 
is general and builders’ ironmongery, and 
his store is known locally as “The Hard- 
ware Corner.” 





Stanley Rule Has Issued Guide 
for Amateur Carpenter 


The Stanley Rule & Level Plant, New 
Britain, Conn., Has just issued a very in- 
teresting book for the amateur carpenter, 
entitled “How to Work with Tools and 
Wood—For the Home Workshop.” The 
author in the foreword points out that 
anyone can learn to use tools around the 
house, and with a little expert direction 
such as this book offers, may even advance 
to the point of constructing elaborate 
things. 

Some of the chapter headings are: “All 
of Us Can Use Tools,” “How to Become 
Skillful,” “Taking It from a Working 
Drawing,” “Sharpening the Tools,” “Some 
Fancy Touches,” and “Things Around the 
House.” 
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There are about 180 pages profuse- 
ly illustrated with sketches and dia- 
grams. The price is 75 cents, to cover 
the cost of printing and mailing; the ex- 
pense of compilation is borne by the com- 
pany. With the aid of this little book any 
householder could install a small home 
workshop and spend many hours in it 
that would yield him much entertainment 
and profit. Everyone has the constructive 
instinct, and this manual gives just the 
guidance which the amateur carpenter 
needs. 

The book may be used in conjunction 
with a series of plans that the company 
issues. There are 25 of these, with such 
titles as: “How to Make a Garden Seat,” 
“How to Make an End Ttable,” etc. 





Price Stability Due to Good 


Transportation, Says Hoover 


One of the reasons for the Stability in 
our price levels has been the fact that 
goods move quickly, and there is not the 
stimulus to rising prices and the pyramid- 
ing of orders that come about in the face 
of any suspension of ample transporta- 
tion, Secretary of Commerce Herbert A. 
Hoover told the Atlantic States Shippers’ 
Advisory Board on April 12. Secretary 
Hoover brought into direct relation the 
price situation and the adequate transpor- 
tation service of today and compared it 
with the chaotic transportation situation 
that prevailed some years ago. 

He asserted that the work of the rail- 
road manager and the results of coopera- 
tion between the railroads and the ship- 
pers, as reflected by the Regional Advisory 
Boards, have brought about an industrial 
accomplishment such as he believed had 
never been seen in the United States in so 
short a time. He compared the demoral- 
ized condition of transportation as_ it 
emerged from the war and today and 
said that in so short a period as five years 
the country is found to be equipped per- 
haps for the first time with completely 
adequate transportation. The opinion was 
expressed by Mr. Hoover that the impor- 
tance of an adequate supply of transporta- 
tion has never been sufficiently estimated 
either to the shipper or to the country as 
a whole. 

It was declared that in 1921 the rail- 
roads had loaded some 42,000,000 cars as 
against 52,000,000 last year, and that in 
1921 they required 1,800,000 men in their 
personnel, whereas last year they worked 
with less than 1,750,000, an increase of 
10,000,000 tons of car loadings, with an 
actual decrease in personnel. It is rather 
an interesting commentary on Govern- 
ment ownership of railroads, he pointed 
out, that at the time the railroads came 
out from Government operation they were 
employing approximately 1,900,000 men; 
that they have increased the traffic which 
they handled at that time by something 
over 20 per cent and that they are han- 
dling it with 200,000 fewer men. One of 


the reasons for the abundant capital in the 
country today, it was declared, has been 
the enormous decrease in inventories be- 
cause of the complete confidence of busi- 
ness and industry that they can receive 
supplies whenever they demand them. 
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F. T. Blish Guest of 
The Nutmeggers 


The regular monthly meeting of “The 
Nutmeggers” was held on April 13 at 
the Burritt Hotel, New Britain, Conn. 
F. T. Blish, South Manchester, Conn., 
president of the Connecticut Hardware 
Association, was the principal speaker. 
Nutmegger K. M. Martin of the Minn. 
Mining & Mfg. Co. also spoke upon the 
subject of abrasives. 

There was an open discussion about 
“The Nutmeggers” employment agency 
and the members and hardware dealers 
present were asked to let one another 
know if they should need clerks or sales- 
men. 

A committee was appointed to plan a 
joint summer outing with the Connecticut 
Hardware Association and the possibility 
of a joint fall meeting was also discussed. 
Saunders Norvell was mentioned as a 
speaker for the fall meeting. 

G. L. Gobleigh of the Pike Mfg. Co. 
and Ed. Jameson of the Eagle-Picher 
Lead Co. were appointed speakers for the 
next meeting. 


Stark Now Adv. Mgr. of 
Crosley Mfg. Co. 


Kimball H. Stark has been appointed 
advertising manager of the Crosley Manu- 
facturing Co., Cincinnati, Ohio. In the 
past he has been associated with the 
DeForest Radio, Telephone and Tele- 
graph Co., The Sperry Gyroscope Co., The 
Wireless Improvement Co. F. A. D. 
Andrea Co., Inc., and the Charles Fresh- 
man Co. 


a 


Window Display Too Much 
for Nervy Thief 


J. Keller, with M. Keller, 882 Third 
Avenue, New York City, hardware mer- 
chant, suggests a “Height of Nerve” col- 
umn, and contributes as follows: 

“On Sunday, April 17, a thief smashed 
one of our display windows and carefully 
selected a heavy-duty electric drill, which 
he took away with him. Two blocks away 
he used this drill to successfully open a 
safe in another store, and walked off with 
Saturday’s receipts.” 





Walter Sells Business 


John J. Walter has sold his business at 
104 West Main Street, New Albany, Ind., 
to Karl Fenger. 


Waldron Warehouse at Taunton, 
Mass., Destroyed by Fire 


A storehouse occupied by the 
Waldron Hardware Co., Taunton, Mass., 
was recently destroyed by fire. 

The stock of hardware, enamelware, 
paints and varnishes of Stefi Botfan, 
Stamford, Conn., was sold at pubiic 
auction at 1851 Main Street, Spring- 
field, Mass., on Wednesday, April 20. 
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Sid Milligan Addresses North Jersey Dealers 


Sidney J. Milligan, Newark, N. J., presi- 
dent of the Metropolitan Hardware As- 
sociation delivered an inspiring address on 
“Fellowship” at the regular monthly meet- 
ing of the North Jersey Hardware and 
Supply Dealers Association held Tues- 
day, April 12, at the Park Hotel, Plain- 
field, N. J. President Louis Schelling pre- 
sided and much credit is due him and sec- 
retary Al Birkenmeier, Jr., for this banner 
event in the association’s history. About 
70 were present including a delegation 
from the Brooklyn Hardware Association, 
including R. J. Atkinson, N.R.H.A. vice- 
president; Al Cornell, past president 
Brooklyn and Metropolitan Associations, 
Fred Horn director of New York State 
Association and Henry Rohlfs, past presi- 
dent Brooklyn association. Each of the 
visitors acknowledged the welcome of the 
Jersey association president. 

Past president Arthur Manser, Summit, 
N. J., led the singing with J. C. Dushanek, 
at the piano. Al Cornell told how the 
Brooklyn delegation passed through West- 
field, N. J., en route and saw the street 
where N.R.H.A. vice-president Atkinson 
was born. In his characteristically hu- 
morous way Al kidded his pal and side 
kick about his birthplace. Mr. Atkinson 
said he noticed many Jersey stores closing 
too early for the commuter and that it 
was no wonder commuters were forced to 
buy hardware in the city. They do not have 
an opportunity to buy locally when stores 
close too early. 

Mr. Milligan, a past president of the 
Jersey association and of the Newark 
Rotary Club said that fellowship put to 
the proper test would eliminate the evils 





of community, State, country and even 
the entire world; would do away with 
wars. The backbone of any organization 
is fellowship he said, it is the keystone 





Sidney J. Milligan 


which supports organizations. There 
should be more fellowship in the home 
as well as in trade groups, churches, 
lodges, and clubs. In closing he urged 
those present to live up to their full ob- 
ligations as Dads as well as successful 
business men. 

In the question box discussion which 
followed Mr. Milligan’s talk the question 
was asked “Do you believe that an agency 
plan such as used in the distribution of 
paints would help tool and hardware 
sales?” Among the 70 present 68 voted 
yes. Secretary Al Birkenmeier, Jr., con- 
ducted the discussions. 





Mayes Bros. to Build 
Large Painting Department 


The Mayes Brothers Tool Mfg. Co., 
Port Austin, Mich., specializing in the 
manufacture of wood and aluminum levels 
and plasterers’ tools, are erecting a paint- 
ing department. This and other expan- 
sions are to take care of an increasing 
volume of business. The new building, 
containing a modern spraying system, will 
be ready for occupancy about June 1. 





Robert Grant Co. Appointed 
Moore Handy Truck Agents 


Robert Grant Co., 53 Park Place, New 
York City, has been appointed sole dis- 
tributor of the Moore Handy Truck, an 
all-steel device used in homes, offices, fac- 
tories, stores, etc., for the easy removal 
of crates, ash cans, rubbish cans, or any 
other bulky heavy load. 





Middle-West Steel Firms 
Announce Merger 


A merger of the Kokomo Steel and 
Wire Co., Kokomo, Ind., Chapman-Price 
Steel Co., Indianapolis, and Superior Sheet 
Steel Co., Canton, Ohio, was announced 
April 19. It will be known as the Con- 





solidated Steel Corp., and will have a capi- 
tal stock of $15,000,000. 

Henry A. Roemer, Canton, president of 
Superior, will also be president of the new 
merger. The other officers are: J. E. 
Frederick, Kokomo, board chairman, and 
Niles Chaplin, president of Chaplin-Price, 
executive board chairman. General offices 
will be maintained in Kokomo, Ind. 





R. B. Carman Transfers to 
Turner & Seymour Mfg. Co. 


R. B. Carman, who at one time repre- 
sented the Manning Bowman Co., Meri- 
den, Conn., in territory west of the Mis- 
sissippi River, has recently joined the sales 
staff of the Turner & Seymour Mfg. Co., 
Torrington, Conn. He will travel for 
them in Kansas, Missouri and Illinois, out- 
side of Chicago. 





W. F. Donovan Is Chairman 
of Atlas Tack Corp. 


At a meeting of the board of di- 
rectors of the Atlas Tack Corp., Fair- 
haven, Mass., held March 30, William 
F. Donovan was elected chairman of 
the board and W. E. Maxson was 
chosen president of the corporation. 





W. C. Allen Improving Rapidly 
After Appendicitis Operation 


Walter C. Allen, president, Yale & 
Towne Mfg. Co., Stamford, Conn., was 
taken sick recently in Germany and 
successfully operated on for appendi- 
citis. Mr. Allen went to Germany on 
a business trip in the interest of the 
company’s German plant located at Al- 
tona, suburb of Hamburg. It was there 
that he took sick. 

Vice-president E. C. Waldvogel re- 
ports that through daily cablegram 
communication he learns that Mr. 
Allen is entirely out of danger, out of 
bed and is recuperating rapidly. 





“Saw Kerf” an Interesting 


House Organ 


We have just received the third issue 
of the “Saw Kerf,” a house organ pub- 
lished by E. C. Atkins & Co. Inc., In- 
dianapolis, makers of the “Silver Steel” 
saws. It is a bright, well-edited and well- 
illustrated little publication. There are a 
couple of interesting articles upon the 
forestry. problems of Pennsylvania. The 
saw mill owner can find many helpful dis- 
cussions of his problems in the “Saw 
Kerf.” Various types of saws are de- 
scribed and their construction explained 
with the aid of lucid diagrams. 





A. H. Willey Now with 
Imperial Knife Co. 
A. H. Willey, well-known cutlery mer- 


chandiser, is now associated with the Im- 
perial Knife Co., Providence, R. I. Mr. 





A. H. Willey 


Willey was recently connected with the 
Flylock Knife Co., New York City, and 
previous to that with the cutlery division 
of the Remington Arms Co., Inc., New 
York City. He is a familiar figure at 
national conventions. 


Boston Woven Hose Moves 


Chicago Offices 


The Boston Woven Hose & Rubber Co., 
Boston, Mass., announces the removal of 
its Chicago offices to 1271 Adams-Franklin 
Building, 222 West Adams Street, Chicago. 
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Southern Convention Program Now Being 


Distributed—Committees Are Announced 


The program is now being distributed 
for the joint convention of The Ameri- 
can Hardware Manufacturers Association 
and the Southern Hardware Jobbers As- 
sociation to be held at Memphis, Tenn., 
on May 10, 11, 12, 13. The local commit- 
tee chairmen are: Leslie M. Stratton, ex- 
ecutive; P. M. Warren, entertainment; 
W. J. Moody, finance; Joseph Orgill, re- 
ception; B. M. Gladding, publicity; W. A. 
Lee is secretary and G. H. Harper has 
charge of arrangements. 

The Ladies’ Committee consists of Mrs. 
Adele Orgill, chairman; Mrs. Phil M. 
Warren, Mrs. S. R. Montgomery, Mrs. 
B. M. Gladding, Mrs. William Orgill, Mrs. 
J. W. Gladding, Mrs. Joseph Orgill, and 
Mrs. Leslie M. Stratton. 

The officers of the Southern Hardware 
Jobbers Association are: President, Mark 
Lyons McGowin, Lyons Hardware and 





Supply Co.; first vice-president, L. M. 
Stratton, Stratton-Warren Hardware Co.; 
second vice-president, John L. Keith, E. L. 
Wilson Hardware Co. 

Following are the officers of the Ameri- 
can Hardware Manufacturers Association: 
President, D. A. Merriman, American 
Steel & Wire Co.; vice-presidents, Frank 
L. Campbell, U. S. Chain & Forging Co.; 
F. H. MclIsaac, The Lamson & Sessions 
Co.; Joseph E. Stone, the Stanley Works. 
Charles F. Rockwell is the secretary- 
treasurer. 

Addresses will be made by both presi- 
dents, also by Hon. Rowlett Paine, mayor 
of Memphis and Hon. Kenneth D. Mc- 
Kellar, U. S. Senator from Tennessee, 
and other prominent men. 

A comprehensive and entertaining pro- 
gram has been planned for the entertain- 
ment of the delegates and ladies. 





E. C. Dunning, Inc., Sells to 
Bergstrom Stove Co. 


Announcement has just been made by 
officers of the Bergstrom Stove Co., 
Neenah, Wis., of the purchase by that 
company of the E. C. Dunning, Inc., Mil- 
waukee, manufacturers of furnace pipe 
and fittings. E. C. Dunning, head of the 
Milwaukee concern, has been elected sec- 
retary of the Bergstrom Stove Co. and 
will be in charge of sales. 

For the present, at least, the manufac- 
ture of pipe and fittings will continue at 
the Milwaukee plant. 





T. R. Hapgood Dies 


T. R. Hapgood, 72 years old, former 
manager of the Richland Hardware Co., 
died at the Columbia Hospital, Columbia, 
S. C., after an illness of several months. 

Mr. Hapgood, whose splendid character 
endeared him to all he came in contact 
with, has been living in Columbia for sev- 
eral years. He was formerly a resident 
of Spartanburg. His health had been de- 
clining for some time. 





Simonds Has Discontinued 
Making Hand Saws 


Simonds Saw & Steel Co., Fitchburg, 
Mass., recently discontinued the manufac- 
ture and selling of hand saws but will 
continue to make their other lines which 
are mill saws, metal cutting saws, files, 
hack saws, machine knives and tool steel. 





New Bosch Specialist 


Matthew J. Herold has been added to 
the organization of the American Bosch 
Magneto Corporation as special field rep- 
resentative. 

Mr. Herold will concentrate upon the 
Bosch Shock Absorber, developing new 





field contacts on this product in the recog- 
nized channels. 

Mr. Herold has been sales manager of 
the United States Electric Tool Company 
and has hosts of friends in the trade. 





Removal of Zapon Co. 


The Zapon Co. announces the removal 
of its general and sales offices from 247 
Park Avenue, New York City, to its plant 
at Stamford, Conn., where a large ad- 
ministration building has _ recently been 
constructed. 

The office and warehouse at 547 Green- 
wich Street, New York City, in charge of 
H. W. McGovern, will continue to serve 
the metal, doll, toy and composition indus- 
tries in the metropolitan district. 

A suite of offices will be maintained at 
247 Park Avenue, New York City, for the 
convenience of the trade. 





Harry H. Biggert Joins J. I. Case 
Threshing Machine Co. 


Harry H. Biggert, vice-president in 
charge of production and a director of the 
Emerson-Brantingham Corporation, Rock- 
ford, Ill., has resigned to become asso- 
ciated with the J. I. Case Threshing Ma- 
chine Co., Racine, Wis. Mr. Biggert 
came to the Emerson-Brantingham com- 
pany from the International Harvester 
Co., Ltd., Hamilton, Ont., at the time it 
took over the Osborne line of farm ma- 
chinery manufacture seven years ago. 





Ken-Wel Will Occupy New 
Factory Building 


The Ken-Wel Sporting Goods Co., 
Gloversville, N. Y., will move into the 
building formerly occupied by the Olym- 
pian Knitting Co., at New Hartford, Utica, 
N. Y., beginning July 1 according to an 
announcement by Allen Kennedy, presi- 
dent. 
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Saunders Norvell to Talk 
to N. Y. Hardware Boosters 
April 30—All Welcome 


Saunders Norvell, contributing editor of 
HARDWARE AGE, author of “Forty Years 
of Hardware,” and universally known as 
the former vice-president of Simmons 
Hardware Co., and president of the former 
Norvell-Shapleigh Hardware Co., both of 
St. Louis, Mo., will be the principal guest 
and speaker of the Hardware Boosters on 
Saturday, April 30. The meeting will be 
held as usual in the Hardware Club, 253 


Broadway, New York City. Lunch will 
be served at 1.15 sharp. 
Chief Booster Chas. Pincus, Stanley 


Works, announces that all hardware men, 
retailers, jobbers or manufacturers and 
their friends are welcome to join the party. 

Mr. Norvell will talk on selling and 
will offer one of his characteristically hu- 
man and interesting reminiscent addresses. 





Chas. J. Smith Opens Office 
at 258 Broadway 


Chas. J. Smith & Co., New York City, 
hardware jobbers, will open a New York 
buying office at 258 Broadway, which is 
the Rogers-Peet Building. The company’s 
warehouse, formerly at 9 Sullivan Street, 
New York, was moved recently to 410- 
430 Communipaw Avenue, Jersey City, 
N. J., where more modern facilities were 
available. The offices were formerly at 
130 Worth Street, but were discontinued 
due to work on the new Court House, 
which required the wrecking of this par- 
ticular building. Charles J. Smith is pres- 
ident and John Shann is vice-president. 





P. W. Holmes Resigns 


Palmer W. Holmes, for the past 26 
years manager of the Chicago sales office 
of Lalance & Grosjean Mfg. Co., makers 
of enamelware and tinware, has resigned 
from that position. Prior to becoming 
Chicago manager, Mr. Holmes traveled 
for the company for four years, covering 
the northern Pacific Coast States. After 
a short rest he intends to enter the hard- 
ware brokerage business in Chicago. His 
successor has not yet been appointed. 





Baker Smith, Inc., Moves 


Baker Smith, Inc., has moved its head- 
quarters from the New Call Building to 
the New Chronicle Building, San Fran- 
cisco, Cal. 


Burgan Corp. Has Moved to 
Shenandoah, Iowa 


Effective at once the factory and gen- 
eral offices of The Burgan Corp., manu- 
facturers of shop equipment tools will 
be located at Shenandoah, Iowa, instead 
of 9 South Clinton St., Chicago. Dis- 
tributors for Europe and British colonies, 
excepting Canada and Australia, are Wilcot 
(Parent) Co., Ltd., Fishponds, Bristol, 
England and for Australia, Ten Eyck and 
Tatham, Manchester Unity Bldg., Sydney, 
Australia. 
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Brooklyn Dealers Enjoy Window Display Talk 


Following the regular business of the 
Brooklyn Hardware Association, the meet- 
ing held Thursday, April 14, at the 
Johnston Bldg., Brooklyn, N. Y., was 
turned over to two experts in window dis- 
play work who gave a very instructive and 
interesting demonstration. President 
H. A. Vogt presided and secretary Robt. 
i attended to the duties of that of- 

ce. 

Al Cornell reported on his recent visit 
with N.R.H.A. Vice-President R. J. At- 
kinson to the Eastern District Hardware 
Club at Troy, N. Y., last month and 
brought up a discussion of the proposed 
joint outing of all local hardware associa- 
tions instead of having four separate af- 
fairs. It was voted that the Brooklyn 
Hardware Association participate in the 
joint outing with further particulars to 
be announced later. 

J. William Johnson and Henry Berry, 
both representing the New York office of 
Dennison Mfg. Co., Framingham, Mass., 
contributed the window demonstration 
showing the use of Dennison’s crepe paper 





to give tone and color to otherwise drab 
displays. Mr. Johnson offered a_ short 
review of window display progress and 
stressed the need of color and the impor- 
tance of having the proper color and 
proper harmony of colors. Aiter this in- 
troduction came a motion picture film, 
“Putting the Win in Windows,” a peppy 
and instructive film of Demnnison’s, some 
parts in actual colors. 

With a mouthful of tacks, a magnetic 
hammer, a short length of broom handle 
and a heavy pair of shears, Henry Berry 
jumped into the portable window dummy 
in front, and in less than sixteen minutes 
worked out a complete background, val- 
ance and side decorations for a simple 
effective window, using three colors of 
crepe which at full retail price would rep- 
resent about 45 cents’ investment. His 
work included the making of crepe paper 
tubes, rosettes, streamers, sunbursts and 
many other attractive crepe paper designs. 
He told the members to treat crepe paper 
rough to work with rougher side outside. 





N. H. House Kills Salesmen’s 


Tax Bill 


The Hon. H. N. -Spaulding, governor 
of New Hampshire, in a recent letter to 
Seymour N. Sears, president of the 
National Council of Traveling Salesmen’s 
Associations, states that the proposed bill 
requiring all non-resident commercial 
travelers in New Hampshire to pay a 
license fee of $50 has been kilfed in the 
House of Representatives. 

President Sears is to be congratulated 
upon his success in preventing such legis- 
lation. 





J. T. Tew Now Director 
B. F. Goodrich Co. 


J. T. Tew was elected a director of 
The B. F. Goodrich Co., Akron, Ohio, 
manufacturers of tires, rubber goods, etc., 
at the meeting of the board held Wednes- 
day, April 18. He succeeds H. K. Ray- 
mond, who resigned. All other directors 
were reelected. 





Obtain Sales Prospects 
Through Radio Programs 


An example of modern cooperation be- 
tween the manufacturer and the retailer 
is to be found in the publicity campaign 
recently announced by the Eclipse Lawn 
Mower Co., Prophetstown, Ill. The com- 
pany, through arrangements with the radio 
broadcasting stations WOC, Davenport, 
Iowa, KYW, Chicago, and KDKA, Pitts- 
burgh, broadcasts each Tuesday evening 
the music of a band known as the “Eclipse 
Clippers.” 

At the conclusion of each program, the 
listeners are invited to send their names 
and addresses to the company and receive 
in return an instructive booklet on the 
care of lawns. Thousands of these re- 
quests are received, and to each is sent 





a booklet, on the cover of which is printed 
the name of the local hardware dealer han- 
dling the company’s product. The names 
are also sent to the dealer for a “follow- 
up” from him. 





Holt Co. Under New 
Management 


Leo L. Rudolph announces that he has 
assumed the management of the G. L. 
Holt Co., Hartford, Conn., manufacturers 
of “Sure Holt” hardware tools and 
specialties. 

After the completion of his war service 
with the United States Naval Mine Force, 
Mr. Rudolph entered the Holt Co. as a 
factory hand in 1919. Later he became 
foreman of the factory and in 1926 
secured enough capital to buy out the 
former interests. 


H. W. Hamilton Joins Rome 
Manufacturing Co. 
H. W. Hamilton is now connected with 


the Rome Manufacturing Co., Rome, N. Y. 
One of Mr. Hamilton’s duties is the mer- 


chandising of the Rome Auxiliary Heater, | 


a circulating-air type of electric heater 
made of copper and nickeled brass. Mr. 
Hamilton was formerly sales manager of 
Utica Products, Inc., Utica, N. Y. 





N. Y. Hardware Board of Trade 
Changes Address 


The New York Hardware Board of 
Trade gives notice of its removal to the 
Park-Murray Building, 9-15 Park Place, 
New York City. With their larger fa- 
cilities they will be in a position to handle 
all business with greater despatch. 

The above announcement is 
Charles Hauck, the actuary. 


from 
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Schwinn Addresses Party of 
Perth Amboy Hdwe. Co. 


About 170 fishermen attended the annual 
fishermen’s party given by the Perth Am- 
boy Hardware Co. John J. Schwinn, sec- 
retary of the New Jersey Fish and Game 
Conservation League, addressed the gather- 
ing. Mr. Schwinn talked about the pre- 
servation of fish and game in New Jersey, 
and incidently included many entertaining 
fish stories to illustrate his remarks. He 
suggested that an organization be formed 
in Perth Amboy for the preservation of 
wild animal life. 

Mr. Eggert, the game warden of Middle- 
sex County, was present and issued many 
licenses to the boys. Hereafter these li- 
censes will be issued at the Perth Amboy 
Hardware Co.’s store as it has quite a 
sporting goods department and has be- 
come the sportsman’s headquarters. 

Fishermen were present from every part 
of New Jersey and 167 registered for the 
annual fishing contest which this progres- 
sive store holds. A prize is offered in the 
several branches of the sport for the 
largest fish caught. The details of the con- 
test have not been announced as yet but 
no one who has not registered will receive 
credit for his catch. 

This party was the third of its kind held 
in the store. It promotes the feeling of 
good fellowship and gives the fishermen 
a chance to become acquainted with the 
latest items in bait, lures, poles, etc. Re- 
freshments were served by the clerks and 
the meeting was such a success that it 
promises to be an annual feature. 





Rogers Sells Interest 


M. J. Rogers has disposed of his inter- 
est in the Dillon Hardware Co., Dillon, 
S. C., to F. C. Norris and associates. Mr. 
Norris has been manager of the business 
for several years. 





Sec’y Boyd Sounds Warning 


H. L. Boyd, secretary of the Southern 
California Retail Hardware Dealers As- 
sociation, 618 Hellman Bank Building, 
650 South Spring Street, Los Angeles, 
Cal., has sent us the following card: 

“If a man representing himself to be 
B. C. Bass, representing the National Pub- 
lishers Association ‘calls on you, get in 
touch with the Secretary before you enter 
into any contract with him.” 





Deming Co. Issues 
a New Friction Table 


The Deming Co., Salem, Ohio, is issu- 
ing a sheet of new friction tables cover- 
ing “Friction of Water in Pipes and 
Elbows” to supersede the table found on 
page 206 of the Deming General Catalog 
No. 27. These tables are the standard 
of the Hydraulic Society of America, and 
have been adopted as the Deming Stand- 
ard. They are more accurate in the opin- 
ion of the company and easier to use than 
the old tables when preparing specifica- 
tions. 

The sheet size is such that when glued 
in place on page 206 of the catalog it fits 
exactly. 





76 


Ronson Firefly Toy Novelty 


The Art Metal Works, Aronson Square, 
Newark, N. J., is marketing the Ronson 
Firefly, a toy novelty requiring no wires 
or batteries, and which makes a shower of 





¥ 
vari-colored fascinating flashes as it spins. 
According to the manufacturer, it is abso- 
lutely harmless and is very simple to oper- 
ate. To use, merely pull a string. 

It is automatic in operation and is fur- 
nished loaded ready for action. It is 
readily and easily reloaded. The Firefly 
is 3% inches in height and 4% inches in 
diameter. 
tractive box. 


Gasoline Driven Washer 


A gasoline driven washer, especially 
constructed to appeal to those that desire 
a machine in a home not equipped with 
electricity has made its appearance upon 
the market, sponsored by the Clarinda 





Manufacturing Co., Clarinda, Iowa. 
Equipped with a gas engine drive, the 
engine has been specially designed for 
simplicity, compactness and power. 

An appreciative feature of the washer, 
according to the company, is the ease with 
which it starts. No cranking is necessary, 
a foot starter does all the work. The ma- 
chine is equipped with a heavy copper tub 
with straight sides to give it greater ca- 
pacity and has an aluminum top and lid. 
An agitator also made of aluminum does 
110 strokes a minute and is guaranteed by 
the company to wash the dantiest lingerie 
as well as the heaviest material without 
injury. For those desiring a lower priced 
machine, the Clarinda company has also 
in its stock a wooden machine, equipped 
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with the same type engine and features 
embodied in the higher priced washer. 





The “Never-Hot” Valve Wheel 
The Huffman Mig. Co., Dayton, Ohio, 


announces an improvement in its line of 
gasoline blow torch known as the “Never- 
Hot” Valve Wheel. They state that it will 


not get hot no matter how long the torch 


Individually packed in an at- | 


‘is burned. 








It is made of genuine Bake- 
lite and its makers believe that it solves 
an important problem. The low con- 
ductivity of the light, unbreakable Bake- 
lite prevents a rising temperature. 

All Huffman Torches. are being 
equipped with the following features: The 
Huffman Trouble-proof Needle, the Huff- 
man Leakproof Pump, and the Huffman 
“Never-Hot” Valve Wheel. 





Heavy Duty Drill Stand 


The Goodell-Pratt Co. of Greenfield, 
Mass., has announced that to complete 
their line of electric drills, they are intro- 
ducing a new number called 1005 which 
has been designed especially for a % in. 
heavy duty drill. The drill slips into posi- 
tion in the stand easily and is quickly 
locked by the turning up of a thumb 





screw. The stand has a trim, clean cut 
design with a spring that compensates for 
the weight of the drill. The carriage 1s 
located inside the vertical column. 

The lever feed can be set to any depth 
up to 3% in. The overall height is 25 in. 
and the diameter of the upright column is 
14 in. The extreme distance between 
chuck and table is 1134 in. and it is possi- 
ble to drill to the center of a 9 in. circle. 
The weight of the stand, complete, without 
the drill is 1834 Ib. 





| 
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Handy Vegetable Rack 


A fruit and vegetable rack designed by 
the Union Steel Products Co., Albion, 
Mich., to furnish the housewife a con- 
venient and neat appearing receptacle for 
her purchases from the store, will make 
its appearance shortly in the stock rooms 
of local hardware dealers. 

The mew rack saves a_ considerable 
amount of space, as one basket is set 
above the other. It displays the fruit and 
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vegetables on hand and prevents rotting, 
as it allows air to circulate through the 
contents. Each basket is removable from 
the rack, allowing the housewife to freely 
wash atiy of the fruit or vegetables she 
desires. 

The baskets are 16% in. long, 12 in. 
wide and 6 in. deep. One of the baskets 
is divided so that two types of vegetablés 
can be held. The overall height of the 
three-basket rack is 31 in. and of the two- 
basket rack 21 in. It is collapsible, and 
the baskets nest for shipping. 





Allen Manufacturing Co. Issues 
Monthly House Organ 


Allen’s Fireside Cheer, is the title of 
the new house organ published monthly by 
the Allen Manufacturing Co., manu- 
facturer of furnaces, Nashville, Tenn. 
Distribution of this monthly house pub- 
lication is among the Allen sales organiza- 
tion, jobbers and dealers. 

We have just received a copy of the 
March issue of this interesting publication 
and it comprises a veritable manual of 
merchandising information of value to 
the hardware merchant engaged in the 
sale of stoves, parlor furnaces, etc. 





Union Steel Products Co. 
Has New Catalog 


Catalog No. 427 has been announced by 
the Union Steel Products Co., of Albion, 
Mich. The list of hardware products 
shown are tastefully displayed and clearly 
illustrated. 











April 28, 1927 


Miniature Electric Range 


Designed for convenient and economical 
operation, a miniature electric range put 
out by the Metal Ware Corporation, of 
Two Rivers, Wis., is said to have all the 
desired features of the full-sized electric 
kitchen range. Operating from the stand- 
ard electric light socket, it has three sep- 
arately controlled heating units and an 
extra heavy steel frame, giving durability 
and service. 





This kitchenette-size range is of an at- 
tractive appearance, having oven doors of 


baked-on white enamel with the body done | 
in a black japanned finish. The legs, door | 


frame, cooking top, shelf and trimmings 
are nickel plated. As part of the equip- 
ment, small but usable utensils are fur- 
nished, which include an aluminum coffee 
percolator, a roaster, a bread pan and a 
skillet. It is adapted especially, according 
to the manufacturer, for light meals and 
summer cooking. 


ns 


Wickless Kerosene Gas Burner 


A wickless kerosene-gas burner which, 
according to the manufacturer, is entirely 
different in construction and operation 
from all other Hydro-Carbon Burners, in 





that the burners are preheated by elec- 
tricity, has been put on the market by the 
New Method Stove Co., Mansfield, Ohio. 

The burners are preheated by electricity, 
and as fast as the kerosene comes in con- 





tact with the hot base, it gasifies, at which 
time the proper amount of oxygen is in- 
troduced, causing the gas to burn from 
the base to the top of the burner. It is 
claimed by the makers that the methods 
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‘used eliminate all odors and formation 
of carbon. It is also stated by them that 
a much higher temperature is obtained 
from the amount of the gas consumed. 





New Tool Demonstrator 


As an addition to their stock of hand 
drills, North Bros. Mfg. Co., manufac- 
turers of mechanics’ tools and hardware 
specialties, located at American Street and 

















Lehigh Avenue, Philadelphia, Pa., are now 
bringing out a new number, called No. 
1435, which has been designed to hold 





drills less than one-half inch in size, with 


| facility of handling the drill in two speeds. 


They are combining this number with 
an old one, the 1530, ratchet hand drill on 
a handy demonstrator, which well displays 
and demonstrates the uses for them. The 
manufacturers have planned to make the 
demonstrator a fine selling help to the 
merchant, as the advantages claimed can 
be seen without the use of a clerk. 





C. Drew & Co. Announce Cata- 
log No. 36 


C. Drew & Co., Kingston, Mass., makers 
of mechanics’ and shipbuilders’ tools, have 
issued Catalog No. 36. The catalog has 
been well prepared with a great number 
of illustrations and clear reading matter. 








77 
Rubber Horseshoe Game 


Several well known items comprise the 
line of toys manufactured by the Wolver- 
ine Supply & Manufacturing Co. of Pitts- 
burgh, Pa., chief among them being a 
rubber horseshoe game known as “Pitch 





’"Em.” The shoes are made of molded 
rubber, reinforced with steel wire through 
the center. Four horseshoes are furnished 
with each game, also two green enameled 
metal plates, 12 in. square, with rounded 
corners and polished nickel pegs. The 
pegs are removable from the plates. The 
game is packed in a durable box with an 
attractive label. 


we 


Electric Corn Popper and 
Thermo Jar Introduced 


An attractive low-priced thermo jug has 
been offered by the Cannon Oiler Co., of 
Keithsburg, Ill., made of sheet metal, 





enameled, with a copper bail, and contains 
an insulator which, according to the com- 
pany, will not transmit heat or cold. The 


character of the insulation is such that 





it will not change position, a feature great- 
ly emphasized by the makers. 

To cater to the demands of those people 
who pop corn, the company has also pro- 
duced a “Kwikpop” electric corn popper, 
warranted to produce quick and clean pop- 
ping. The popper can be attached to the 
ordinary light socket and is guaranteed 
not to burn. One of the features obtained 
in the implement is the ease in which the 
corn can be removed and emptied. 
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U.5. Supreme Court Hands Down Decision 
in Claire Furnace Co. Case 


(Washington Bureau of HARDWARE AGB) 


States in the Claire Furnace Co. case was handed down on 


[sia long-awaited decision of the Supreme Court of the United 


Monday of last week, but did not meet the expectation that it 
would establish a highly important precedent showing the power 
of the Federal Trade Commission to compel private business to dis- 
close information of what is generally considered to be purely pri- 


vate and inviolate. 


The case, of seven years’ standing, really is 


back where it started because the Supreme Court did not pass upon 


its merits. 


It ordered dismissal of the bill and pointed the way to 


begin the issue again and to that extent did furnish light. 





The case involved an effort on the | 


part of the Federal Trade Commission 
to force 22 iron and steel, coal and 
other companies to furnish it with 
monthly reports on the cost of produc- 
tion, with balance sheets, etc., in great 
volume concerning subjects on business. 
The inquiry was attempted as an 
undertaking to work out a plan to re- 
duce the cost of living, a truly hercu- 
lean task, sponsored in a resolution by 
the House of Representatives. Steel 
and coal were the starting points as 
being representative of the basic indus- 
tries. But in both proceedings by the 
Commission to compel reports from 
the steel and coal people it was en- 
joined. There were two cases, the 
Claire Furnace Co. case and the May- 
nard Coal Co. case. They traveled par- 
allel grounds and both got to the Su- 
preme Court. The decision in the Claire 
Furnace case is viewed as being tan- 
tamount to a decision in the Maynard 
Coal case. 

Chief Justice Taft, reading the ma- 
jority opinion, said the lower courts, 
the Supreme Court of the District of 
Columbia and the District Court of 
Appeals in Washington, had erred in 
granting injunctions, and that the en- 
tire procedure was wrong. The de- 
cision said the Commission should 
have instituted mandamus proceedings 
through the Attorney General as the 
chief law officer of the government. 
The Attorney General, it was pointed 
out, would be required to pass upon 
the scope and propriety of the orders 
and “of sifting out of the mass of 
inquiries issued, what, in his judgment, 
was pertinent and lawful, before ask- 
ing the court to adjudge forfeitures 
for failure to give the great amount 
of information required, or to issue 
a@ mandamus against those whom the 
orders affected and who refused to 
comply.” 

Thus, it is plain the Attorney Gen- 
eral is set up as the censor of the 
Federal Trade Commission and re- 
quired to “edit” its questionnaires, and 
cut out those portions which are not 
pertinent or unlawful. To this extent 
the decision is clarifying. At the same 





time it is recalled that the Commission 
actually from the outset in the Claire 
Furnace Co. case instituted mandamus 
proceedings in New Jersey and Penn- 
sylvania but was enjoined in both 
cases. 

The Supreme Court proceeded as 
follows: 

“The wide scope and variety of the 
questions, answers to which are asked 
in these orders, show the wisdom of 
requiring the chief law officer of the 
Government to exercise a sound dis- 
cretion in designating the inquiries to 
enforce which he shall feel justified in 
invoking the action of the court.” 

Thus another slap at the Commis- 
sion. In other words, it is evident the 
Supreme Court considered the Commis- 
sion had gone far afield in its questions 
and sought to learn things which were 
none of its business. 

It would seem that since the At- 
torney General is given such broad 
supervision over the Commission the 
logical thing would be, if an inquiry 
is to be made at all, to let the Depart- 
ment of Justice do it and leave the 
Commission out of the picture al- 
together. It is a decision which at 
least emphasizes the conviction of 
many that the Commission is an un- 
necessary body and that its entire work 
could be absorbed by the Department 
of Justice as to regulation and the 
Department of Commerce as to gather- 
ing trade information. 

It is assumed that the Commission 
will take its cue from the decision and 
begin all over in the Claire Furnace 
proceedings by instituting mandamus 
proceedings through the Attorney Gen- 
eral, carefully submit what it wants 
to know from industry to him and 
take what he leaves and ask the steel 
and coal people to report accordingly. 
If they do not comply then another 
long-drawn course of litigation may be 
expected. Meanwhile the cost of liv- 
ing issue seems to have been forgotten. 





On the same day that the Claire 
Furnace decision was handed down the 
Supreme Court gave out another which 
was a victory for the Federal Trade 


‘| products of the 





Commission. It was in the case of 
Alfred Klesner, doing business in 
Washington, D. C., under the name of 
“Shade Shop,” making window shades. 
The Commission had issued a cease and 
desist order against Klesner charging 
that by use of the name “Shade Shop” 
the respondent was deceiving the public 
into the belief that his establishment 
was that of a long-established com- 
petitor who had become well and favor- 
ably known under the name “Shade 
Shop.” Klesner refused to obey the 
Commission’s order and the Commis- 
sion applied to the Court of Appeals 
of the District of Columbia for a decree 
of enforcement. The court held it was 
without jurisdiction and dismissed the 
Commission’s petition. The Supreme 
Court reversed the lower court, holding 
it does have jurisdiction. It was held 
that Congress had intended to give the 
Court of Appeals of the District of 
Columbia the same jurisdiction over 
suits brought to enforce orders of the 
Commission as it had done in respect 
of such suits in the proper circuit 
courts of appeals. 





Some time ago it was reported in 
these columns that Santa Claus had 
turned a much greater part of his busi- 
ness to the United States toy makers. 
And while this may be a topic that is 
not seasonal it is brought up because 
of a report received by the Department 
of Commerce showing that the decline 
in exports of toys from Germany con- 
tinued in 1926. It looks as though this 
is due in part to the favor shown 
United States producers by Santa, 
though the Germans do not say so—at 
least openly. Exports from Germany 
in 1926 totaled only 39,902 metric tons, 
valued at $25,159,524 against 43,061 
tons in 1925 and 48,175 tons in 1924. 
The greatest decline was in the Eu- 
ropean markets but decreases also were 
shown in the South American markets. 
But a gain of 5 per cent was made 
in the North American markets, ex- 
ports to Canada increasing 29 per cent 
over 1925 while exports to the United 
States gained 5 per cent. But it is 
also true sales in 1926 in the United 
States were greater than in 1925. 





A general conference on the sim- 
plification of solid-section steel sash 
for April 28 has been called by Direc- 
tor W. C. Wetherhill of the National 
Committee on Metals Utilization, De- 
partment of Commerce. The items to 
be discussed include the division of 
industry; standard 
nomenclature and the simplification of 
sash sizes. The recommendations to 
be made are based on a survey of the 
industry by a committee. 
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Consumer Interest Increasing 
for Garden Equipment and 
Other Spring Hardware Lines 


(Jj aa kina are manifesting more interest in garden equipment 


and kindred spring hardware lines. 


Suburban dealers report 


much improved demand for these lines, and jobbers are begin- 

ning to receive fairly substantial reorders, HARDWARE AGE will say 

tomorrow in its weekly hardware market summary. Unseasonal weather 

in most sections has retarded a normal consumer interest, but warmer 
weather during the past week has helped improve this demand. 

Spring goods volume to date is well ahead of that for the correspond- 

ing period of 1926, according to reliable reports from jobbers in the 


important hardware centers. 
sidered satisfactory. 


Current demand for staple lines is con- 


Collections are relatively slow, but with the beginning of consumer 
trade on spring lines, collection improvement is expected. 





Tire Prices May Advance, 
Say Akron Factories 


Recent reports from manufacturers 
in Akron, Ohio, suggest an advance on 
auto tires and tubes within the next 
three weeks. It is said that several 
companies are now preparing new 
price schedules to become effective 
upon publication. 





‘Dollar Volume for March Sets 


New Trade Record 


Measured by check payments, the 
dollar volume of trade in March, based 
on weekly figures, was larger than in 
either the preceding month or March 
a year earlier, says the April Survey of 
Current Business issued by the De- 
partment of Commerce. The move- 
ment of goods into consumption, as 
seen from carloadings, was larger than 
a year ago, establishing a record for 
this time of year. Production of bi- 
tuminous coal and petroleum were also 
greater than in March of last year, 
while the output of lumber and beehive 
coke was smaller. Building contracts 
during the first three weeks of March 
were running larger than in the corre- 
sponding period of either the preceding 
month or the same month of a year 
ago. 

Loans and discounts of Federal re- 
serve member banks continued to ex- 
pand. Prices for stocks averaged 
higher than in either the preceding 
month or March a year earlier, with 
bond prices showing similar com- 
parisons. 

Although interest rates on both time 
and call money showed no material 
change from the preceding month, they 
were generally lower than a year ago. 
Loans to brokers and dealers by Fed- 
eral reserve member banks in New 
York City continued to expand. The 
Federal reserve ratio was somewhat 
lower than in the previous month, but 
it was substantially greater than a 
year earlier. Business failures during 





March were less numerous than in Feb- 
ruary, when allowance is made for the 
shorter month. Failures, however, 
were larger in number than a year ago. 





Secretary Hoover Will Address 
Foreign Trade Convention 


Foreign traders from forty states and 
from every important industry in the coun- 
try will meet in their Fourteenth Conven- 
tion at Detroit on May 25, 26 and 27, to 
hear an address by Herbert Hoover, Sec- 
retary of Commerce. The address will be 
delivered under the auspices of the Ameri- 
can Manufacturers’ Export Association. 
Its subject will be “American Foreign 
Trade,” and a nation-wide radio audience 
will listen in to what is expected to be one 
of the most notable business addresses of 
the year. 

Among thé other speakers will be: 
Governor F. W. Green, of Michigan; 
Roy D. Chapin, of the Hudson Motor 
Co., and Silas H. Strawn, of the Mont- 
gomery Ward Co. Special traffic accom- 
modations will be made for the delegates 
to the convention. 

There will be several addresses by Cana- 
dian representatives mostly dealing with 
the problem of promoting better trade 
relations between the United States and 
Canada. These addresses are scheduled 
for the afternoon of May 25, and on the 
following day delegates from other parts 
of the British Commonwealth will speak. 

The Latin-American business men, now 
attending the Third Pan-American Com- 
mercial Conerence, have received a gen- 
eral invitation to remain over for the 
Detroit convention. 

Advance registrations indicate the larg- 
est convention yet held by the National 
Foreign Trade Council. 





Tire Sales for Quarter 


Exceed 1926 Volume 


Sales of tires for the first quarter of 
1927 exceeded those of the corresponding 


" period of 1926 announced B. G. Work, 


president The B. F. Goodrich Co., Akron, 
Ohio, on April 18. 
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Factory Output Increased 
44.4 Per Cent in Four 
Years, Trade Census 
Shows 


The Department of Commerce an- 
nounced April 7 that, according to a sum- 
marization of the data collected at the 
biennial census of manufacturers, taken in 
1926, the value of products (at factory 
prices) of manufacturing establishments 
in the United States in 1925 aggregated 
$62,705,714,000, as against $60,258,470,000 
in 1923, $43.427,224,000 in 1921, and $6l,- 
737,125,000 in 1919. The 1925 total rep- 
resents increases of 4.1 per cent over 1923 
and 1.6 per cent over 1919. The rate of 
increase from 1921, to 1925, 44.4 per cent, 
is, of course, abnormal, and is of interest 
not as a measure of growth but as indi- 
cating the extent of the industrial depres- 
sion of 1921 and the completeness of the 
subsequent recovery. 

The rate of increase in the actual quan- 
tity of production in 1925 as compared 
with 1919 would be considerably higher 
than the rate based on values, for the rea- 
son that the wholesale prices of manufac- 
tured commodities were, on the average, 
materially lower in 1925 than in 1919. 

These figures relate to manufacturing 
establishments whose output during the 
year was valued at $5,000 or more. The 
elimination of data for the smaller estab- 
lishments has only a slight effect on the 
totals. 

The outstanding features of the report 
are the increase in production, the decrease 
in the employment of wage earners and 
the increase in horsepower, as compared 
with both 1923 and 1919. The average 
number of wage earners employed in 1925 
was smaller by 4.4 per cent than the cor- 
responding average for 1923, and was 6.7 
per cent below that for 1919. Despite this 
decrease in wage-earner employment, pro- 
duction® increased as pointed out above, 
and this increase—as might be expected, in 
view of the decrease in wage-earner em- 
ployment—was accompanied by a consid- 
erable increase in horsepower over 1923 
and a pronounced fncrease over 1919, the 
rates for the two periods being 8.1 per cent 
and 22 per cent respectively. 

Because of the fact that the products of 
many manufacturing establishments are 
used as materials by other establishments, 
the aggregate value of products as given 
above is considerably in excess of the total 
value of finished manufactured products 
in the form in which they reach the ulti- 
mate consumer. A very much better meas- 
ure of the actual value created by manu- 
facturing processes is the “value added by 
manufacture,” namely, the difference be- 
tween the cost of materials (including 
fuel, mill supplies, containers, etc.), and 
the factory value of the finished products. 
This aggregated $26,774,566,000 in 1925, 
an increase of 3.9 per cent, as compared 
with $25,777,615,000 in 1923, and of 8.2 per 
cent. over $24,748,249,000 in 1919. 
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vy Rains Cause Let Down in 


Sales—Chicago Prices Hold F irm 


(Chicago office of HARDWARE AGE) 


HE already spotty hardware trade in the Central West has 
been further retarded by the excessive rains of the past few 


days. 


Considerable of the agricultural territory is flooded and 


the very soggy soil conditions have practically brought farm work, 


especially seeding activities, to a standstill. 


Roads, with the ex- 


ception of the hard surfaced highways, are in an almost impassable 
condition and the retail dealers in the farming districts are accord- 
ingly suffering a loss of business. However this situation is looked 
upon as only temporary and there is some seasonal increase in the 
sales volume of the jobbing houses in spite of the present adverse 


conditions. 


The steel industry in the Chicago area, while suffering a slight 
recession, is having a heavy tonnage with new business holding up 


well. 


Operating capacity is less than recently but is still up around 


85 per cent and mill shipments are slower, requiring from five to 


six weeks’ time. 


The high record of new building permits issued continues, but 
actual construction work has been slowed down somewhat due to 


the wet weather. 


a heavy demand for materials of all kinds. 

Prices continue to take on a firmer tone as the season advances 
and dealers place orders in anticipation of their coming needs. 
There are no material price changes, however, reported this week. 





AUTOMOBILE ACCESSORIES. 


There has been a seasonal increase in | 


the demand and prices are unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: 

Spark Pluss. —Splitdorf, for Fords, 
50c. each; regular, 58c. each; Cham- 
pion X, ‘45¢. each; Champion Blue 
Box line, 53c. each; A. C. 53c. each; 
lots of 100, 50c.; A. C., Special Ford, 
36c. each. 

Spot Light.—Appleton, No. 3280, 
$6.50 each. 

Chains.—Non-skid, dozen pair lots, 
35 per cent discount. 

Jacks.—National Standard, No. 21, 
$1.30 each. 

Pumps.—Rose, 
$1.85 each. 

Tires and Tubes.—30 x 3% oversize 
cord tires, $8.75 each; regular cord 
$6.60 each; gray inner tubes, 30 x 3%, 
$1.30 each; red inner tubes, 30 x 3%, 
$1.50 each. 


BASEBALL GOODS.—There is a good 
active demand and jobbers’ stocks are 
becoming broken. 


1% #+%in.~ = cylinder, 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Goldsmith Official 
League Balls, $15 dozen; Special 
Official League balls, $8.90 dozen; 


Slugger bats, $16.20 dozen. 
BOLTS AND NUTS.—Sales are satis- 
factory and prices are firm. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Carriage bolts, cut 
thread, 60 per cent discount; small 
carriage bolts, rolled thread, 60-10 
per cent discount; machine bolts, cut 
thread, 60 per cent discount; small 
machine bolts, rolled thread, 60-10 
per cent discount; all stove bolts, 75- 
10 per cent discount; lag screws, 60 
per cent discount. 

ad- 


BUILDERS’ HARDWARE.—An 
vance in jobbers’ prices is imminent— 
manufacturers’ prices have been raised 
considerably. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: 3% x 3% steel butts, 





old copper and dull brass finish, 
$1.80 per doz. pair, case lots—less 
quantities 12c. per doz. pair higher; 
4 x 4 steel butts, old copper and dull 
brass finish, 62 per doz. pair; 
heavy steel bevel inside sets, $4.60 
per doz. sets; steel bit-keyed front 
door sets, $1.35 per set; wrought 
brass bit-keyed front door sets, $2.40 
per set; cylinder front door sets, 
$5.50 per set. 


_mand and prices are firm. 


ELECTRICAL 
There is a steady demand and prices 
are firm. 





We quote from jobbers’ stocks, 
f.o.b. Chicago: % inch proof coil 
chains, $8.50 per 100 Ib. Henso Bull 
Dog and Brown coil chains, 5V-10 per 
cent discount. No. 00-4% ‘electric 
welded cow ties, $2.75 per dozen. 


stocks, 


We quote from jobbers’ 
and 


f.o.b. Chicago: Copper rivets 
burrs, 40-5 per cent discount. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: 28 gage single bead 
lap joint gutter, 5-in., $4.50 per 100 
ft.; corrugated conductor pipe, 3-in., 
$4.80 per 100 ft.: plain ridge roll, 
1%-in., $3.65 per 100 ft.;: corrugated 
conductor elbows, 3-in., $1.51 doz 


MERCHANDISE. 


We mal from jobbers’ stocks, 
f.o.b. Chicag 

Electrical ” ‘Merchandies. —No. 14 
rubber covered wire, $6.50 per 1000 
ft.; in 1000 ft. lots, $6. 00; No. 18 lamp 
cords, $12.50 per 1000 ft.; in 1000 ft. 
lots, $12.00; sockets, 15 c.; %-in. 
brush brass key sockets, 15%c. each; 
two-way plugs, 45c. each; in lots of 
10, 40c. each; two-piece attachment 
plugs, 7%c. each; dry cells, boxes of 
50, 32%4c. each; less than case lots, 
36c, each. 


However, there is sufficient activity to maintain 


CHAIN.—There is a good steady de- 


COPPER RIVETS AND BURRS.— 
Prices are unchanged and sales are 
good. 


EAVES, TROUGH, PIPE, ETC.— 
Spring rains bring unusual sales ac- 
tivity. Prices are firm and unchanged. 





Radio Supplies.—Radio B batteries, 
No. 766, $1.40 each; No. 776, packages 
of 10, $1.30; No. 767, $2.62 each; No. 
767; packages of 5, $2.44 each; No. 
Ne $3.40 each; No. 770, paenaeee of 

. $3. 17; No. 772, $3.62 each; No. 486, 
8 each; No. 486, packages of 5, 
$3.33. 

Battery Chargers.—Apco line, 
of less than 10, $13.50 each. 

Loud Speakers.—Western Electric 
No. 522 W, $25.00 list. Discount, 30 
per cent. 


FIELD FENCE.—Sales are ahead of 

last season and are keeping up strong- 

ly. Prices are unchanged. 
We quote from jobbers’ 


lots 


stocks, 


rods; 2158- 6- 141%, $48.98 per 100 rods. 


FILES.—A good volume of orders is 
reported. There is no change in prices. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: American files, 60-10 
per cent off list; Nicholson files, 50 
per cent off list; Black Diamond files, 
50 per cent off lis 


FISHING TACKLE —Sales continue 
to be good in anticipation of the open- 
ing of the fishing season. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Bronson No. 100, $2.25 
each; Chicago level winding reel, 
=~ each; Symploreel No. 752, $4.90 
each. 


GALVANIZED WARE.—There is a 
sharp advance on some sizes of oil cans 
and — prices are very firm. 


quote from jobbers’ stocks, 
fob Chicago: Standard galvanized 
after-made tubs, No. 1, $6.00; No. 2, 
$6.85; No. 3, .00; 10 qt. galvanized 
after-made pails, $2.12; 12 qt., $2.33; 
14 qgt., $2.60. —_ gal. ‘all galvanized 
oil cans, $2.75 doz.; 2 gal., doz.; 3 
gal., $6.00 doz.; 5 yal., $7.00 doz.; 1 
bu. galvanized baskets, $6.20 doz.; 
No. 26% bu. bailed galvanized meas- 
ures, $4.50. 


GARDEN HOSE AND LAWN SPRIN- 
KLERS.—tThere is a good seasonal de- 
mand and prices are firm. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Garden hose, 
quality, molded hose, %-in., 
ft.; %-in., 12%c. per ft.; 
quality, wrapped, 1%-in., ; 
%-in., 9%c. per ft. Lawn Sprink- 
lers, Rain King, $28 a yo original 
fountain sprinklers, $6.00 doz.: in- 
bow, 38-in. high, $24 a doz. 


GLASS AND PUTTY.—Glass sales are 
spotty. Putty is in good demand. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Single strength A, 
25-in. bracket, 87 per cent discount; 
single strength A, all other brackets, 
86 per cent discount; single strength 
B up to 25 in., 88 per cent discount, 
and balance 87 per cent discount; 
double strength A, all brackets, 8&6 
per cent discount; double strength B, 
all brackets, 87 per cent; putty, pure 
grade, $4.25 per 100 1lb.; commercial, 
$3.50 per 100 Ib. 


HANDLED HAMMERS AND 
HATCHETS.—Prices are stable and 
the demand continues active, due to 
the building activity in this vicinity. 
HAMMERS— 


We quote from jobbers’ stocks, 
f.o.b. Chicago: First quality, 16 oz. 
ae Dasamere, $12 a dozen; Maydole, 
$12.60 a dozen: 16 0oz., machinists’ 
aoe lh first quality, $9.20 dozen; 
competitive grade, 16 oz., nail ham- 
mers, $6 to $8. 
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HATCHETS— mand, including many orders for large | . by, auete oo — stat 
We quote from jobbers’ stocks, | quantities. The manufacturers claim ot Union girls’ s120 paler Chicago 
=~ Mg gg hey that present prices are very low. boys’, $1.30 pair; Chicago girls’, $1.40 
quality hatchets, No. 2 broad, $16.40 We quote from jobbers’ stocks, pair; rubber-tired skates, boys’, ee 
doz.; medium quality hatchets, No. 2 f.o.b. Chicago: Common wire and che’ ee 
shingling, $8 doz.; medium quality cement-coated nails, quantity orders, ; : ’ 
hatchets, No. 2 broad, $12.50 doz. $2.95 per keg base. ROPE.—Sales are quite good. Prices 


HANDLES AGRICULTURAL. — As | OIL STOVES.—There is a fair volume | are unsettled, but pointing higher on 
the season advances there is a steady | Of sales which is gradually increasing. | sisal, due to unfavorable conditions in 


increase in the demand. . We quote from jobbers’ stocks, Mexico. 
oO . 

We quote from jobbers’ stocks, PERFECTION PP a ante a an 
f.o.b. Chicago: 2g See $17.50 brands, 23%4c. to 26c. per ib.; No. 2 

Hay Fork Handles. — Straight Ne. Fs aes. dove seeweae 22.50 manila, 221ee er lb.; 4 No. 4 sisal, 
chucked and_ bored, best grade, ee eB OE 28.50 15%c. to 17c. bo lb.: No. 2 sisal, 

i x ie “te oF | Ray ee ryt: : Perfection nen Pincount, 30 and 1414c, to 16c. * wen Ib. 
. - “9 . er cent on lots 1 
doz. ; % 4% ft., $2.35 doz.; 5 ft., $2.75 lode than 10, 30 per cent. =n SASH CORD.—Prices are firm and 
PURITAN (lI M 

Hay Fork Handles.—Bent-chucked No. 42 2 (improved Mode 6 jabaed $17.50 sales are good. : 
and bored, best grade, with strap, Sh, BE Se OE, cc caccwseersens 22.50 We quote from jobbers’ stocks, 
ferrule and cap, 4% ft., $6.20 doz.; No. 44 4 burners................ 28.50 f.o.b. Chicago: No. 7, standard 
5 ft., $7.10 doz.; XX 4 ft., $5.00 doz.; Puritan discounts the same as brands, $6.95 per doz. hanks; No. 8, 
4% ft., $5.40 doz.; 5 ft., $6.25 doz.; Perfection. $7.90 per doz. hanks. 

XX pinin, 4% ft., $3.60 doz.; 5 ft., NESCO—June 1 SASH PULLEYS.—tThere is an active 
$3.80 doz.; X plain, 4% ft., $2.70 doz.; OR rere $17.50 . 

5 ft., $3.25 doz. ih Me i PR 6 sb ncceacecuce 22.00 demand and prices are firm. 

Manure Fork Handles.—Bent, best No. 214 4 DUrmers.....ccccccccce 28.00 We quote from jobbers’ stocks, 
grade, plain, 4 ft., $4.35 doz., 4 ft., No. 1103 high shelf only........ 6.50 f.o.b. Chicago: Common sash pulleys, 
$4.70 doz.; XX plain, 4 ft., $3. 85 doz.; No. 1104 high shelf only........ 8.00 50c. doz.; barrels, 54c. doz.; Common- 
4% ft., $4.15 doz.; plain, 4 ft., $2.50 With vitreous enameled stove tops sense, 2 in., 60c. doz.; barrels, 54c. 
a 4a nee “oo —. XX, 4% ft and splash backs: doz. 

arden oe ndaies.— AA, ” De, Bee a NS 6-006 00seese ene 35.50 
$3.20 doz.: X, 414 ft., $2.20 doz. nani... ‘i450 |SCREEN DOORS AND WINDOW 
we se my oe ee Nesco dealers’ discount, 30 and 5 SCREENS.—Sales_ are increasingly 

. oz.; X, ., $3.05; ., $4.00. - cent. . . 

Shovel Handles.—Regular a a oo ° good and prices are without change. 
XX, 4% ft., $6.10 doz.; X, 4% Oil Ranges We quote from jobbers’ stocks, 
$3.50 doz.; D handles, best hs Nesco Rolo, 5 burners and oven. $90. 00 f.o.b. Chicago: Screen doors, No. 266, 
$7.00 doz.; X, $5. 50 doz. No. 400 Built in oven model. . 63.0 2-8 x 6-8, $18.15 doz.; No. 296, 2-8 x 

Spade Handles. — D handles, best Dealers’ discount, 30 and i. - aie 6-8, $22.50 doz.; No. 311, 2-8 x 6-8 
grade, $6.80 doz.; X, $5.2 cent. $27.20 doz. Window screens, No. 

of business keeps up and prices are 0. $43. 1 Berner, plain deer... .$2.50 SCREWS.—Prices are unchanged and 
firm. No. z11G 1 burner, glass door.... 2.70 the demand is quite lively. Quantity 
PR _. from jobbers’ stocks, "ee maaan ae ees 2 orders obtain occasional concessions. 

Axe Handles. —No. 1 hickory, $4 30 and 5 per cent; less than 20, 30 We quote from jobbers’ stocks, 
doz.; No. 2, $3 doz.; second growth per cent. f.o.b. Chicago: Flat head bright 
hickory, $5 doz.; finest selected sec- PURITAN | . screws, 75-20-10-10 per cent; round 
ond growth hickory, $6.50 doz. No. 42G 2 burners, glass door... .$5.5 head blued, 72%4-20-10-10 per cent; 

Hatchet and Hammer Handles.— Dealers’ discount, 10 or more, 30 flat head brass, 721%4-20-10-10 per 
No. 1, 90c. doz.; finest second growth and 5 per cent; less than 10, 30 per cent; round head brass, 70-10-10-10 
hickory, $1.80 doz. mann per cent. 

HINGES.—Jobbers announce that they No. 05 1 burner, solid door...... $2.00 SOLDER AND BABBITT. — Prices 
; ; ; ; ; No. 51 burner, glass dodor...... 2.1 j 

will advance prices shortly in line with a reed Ene gr noe  - hold at the present high level and sales 

the recent advances by the makers. No. 20 2 burners, glass door..... 4.50 are good. 

We quote from jobbers’ stocks, No. 301 2 burners, glass door, We quote from jobbers’ stocks, 
f.o.b. Chicago: Heavy strap hinges in thermometer ...... 6.40 f.o.b. Chicago: Warranted 50-50 sol- 
bundles, 4-in.. 72c C.: ; der, $45 per 100 Ib.; medium, 45-55 
$1.10; 8-in., Si. 85; 10-in., $3.10 per doz. Wicks, a — M43 ee ee oe 
bundles, jim. $1.10; 5-in., $1.18; 6-in., Sustectinn amd = ¢ $4 per dos. pe No Ye bite onl 1. $14’ 5 — 
0Z. Discounts same as on oil cook ; ; 

ICE CREAM FREEZERS.—There is a| stoves, ovens and heaters. STEEL SHEETS.—The demand is bet- 
seasonal increase in sales as warmer | PAINTS AND OILS. — There is a| ter than last season and prices are now 
weather approaches. heavy demand and prices are firm but — ote bine — 

We quote from jobbers’ stocks, without change. f.0.b”” nee O88 - gage —— 
a, Chicago:, White Mountain, 1 We quote from jobbers’ stocks sheets, $5.30 per 100 Ib.; 28-gage black 
$6. ta ae at 2 ha “ga tists g = f.o.b. Chicago: sheets, $4.20 per 100 Ib. 

. Li il.—Raw, 1 lots, 90c. , 
S045 list; 8 Gt, $1340 list: 10 at: eee ohare ite ae, ot cai. «=| WIRE PRODUCTS.—There is a fair 
$17:90 list: 12 ‘at, $21.90 list; 15 at: Linseed Oil.—Boiled, barrel lots, | seasonal increase in the demand. Manu- 
$25.60 list; 20 qt., $33.20 ae 25 at., 93c. per gal.; 5-barrel lots, 90c. per 
oa Bat: sArotic, ta hy é jist; i. gal. 7 ie isan facturers feel that present prices are 

is qat., st; 4 qt., $6. le 

list; 6 qt., $8.60 list; 8 qt., $11.10 list. ane, a ee =| Cy eee. | 
All the <oetind less 50 per cent dis- returnable. ; We quote from jobbers’ stocks, 
count. Alaska, 1 qt., $2.05 list; 2 qt., White Lead.—500-lb. lots, $13.73 per f.0.b. Chicago: No. 8 black annealed 
$3.45 list; 3 -§ $4.10 list; 4 at., $5 100 Ib net: 100-Ib. lots, 4: 50-Ib wire, $2.95 per 100 Ib.; No. 9 galvan- 
list; 6 at. 0 list; 8 a $8.20 list: lots $7. 25: 95- lb. lots $3.65; 121% - Ib. ized plain wire, $3.40 per 100 Ib.; 
0 at 15, 7S, list ; 12 zat. $14 list;, 16 lots’ $1.85. , catch weight spool galvanized cattle 
qt., $17 list; a s s- : ae or hog wire, $3. per cwt.; ro 
count of 20 a Ty per cent on all My PB. Sigg og «yw $2.60 spool of galvanized hog wire, $3.18 
above prices. Acme, 2 qt., galv., $8 English Venetian Red.—In barrels per spool. Polished fence _ staples, 
doz.; 2 a, —" $10 per doz. 4 $3. 50 to $6.75 per 100 Ib. 4 *33.40 per 100 Ib. 

m ’ OZ. o . , 
Salen pe wees ay Rs - Paste.—Barrel lots, 7c. per WRENCHES.—The demand is satis- 


factory and prices are unchanged. 
We quote from jobbers’ stocks, 


LAWN MOWERS.—Dealers are order- | pREPARED ROOFING. — A very 


a m good volume in anticipation of heavy spring volume of orders con- f.0.b, Chicago: Agricultural wrenches, 
e coming season, : . . -1 per cent iscount. oes 
& ; ae ‘ tinues, with prices unchanged and firm. I IN gay 
f We oe ee Dall ae S, We quote from jobbers’ stocks, engineers’ wrenches, 50-10 per cent 
“> © — ro om 12 B ge x + f.o.b. Chicago: Best grade slate sur- discount off new list; Trimo, 65-10 
a ~~ es } ag soe 10% in’ faced prepared roofing, $2.50 per per cent discount. 
es $10 nm pg ir ™ lai 2. ae square; best grade talc surfaced, $2.65 a He Wrenches. — Radio and 
wheels, $ ane aga Pm 8 65 per square; medium talc surfaced, electrical set, in metal cases, $2.75; 
ing, Rae: a" - Me oe “ aaa $2 per square; light tale surfaced, No. 101 Master Service Set, $13. 75; 
each; 16-in., ba pe pee) alg oe $1.20 per square; red rosin sheath- No. 202 Heavy Duty Set, $8.80; No. 
9-in. wheels, $7.85 each; 16-in., plain ing, 367 per ton. 404 Flexible Socket Set, $7.50; No. 
bearing, 4-knife, 9-in wheels, $7.35 : 608 Crankcase Drain Plug Socket, 
-in. Wwhneeis eacn; -1n., Dpiain > 2 ‘es se ” 
and college students are large users 3.70; No. 1878 Giant “‘Snap-on” with 
bearing, 3-knife, 8-in. wheels, $5.85 saa ge st rm! a ane ea ene ae “ae 
each. and college town dealers are finding a Snap-on Wrenches less 33% per cent 





NAILS.—There is a good spring de- | very heavy demand. discount. 
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HARDWARE AGE 


Consumer Interest Shows Improve- 


ment with New 


Collections Slow 


York Dealers— 
Stocks Normal 





“YONSUMER interest in garden tools and other spring hardware 
has improved greatly in the past week. Warmer weather has 
been the most potent factor in bringing about this increased 


retail trade, which will continue, 


it is believed. To date, wholesale 


volume of spring lines is well ahead of the volume of 1926 on this 
class of merchandise for the same period. 

Collections in the metropolitan hardware market are reported as being 
very slow, but with this improved business among the dealers it is 
felt that collections will ease up very soon. 

Local wholesale and retail stocks appear normally healthy. Prices 
in steel butts, garage sets and other kindred highly competitive lines 


appear to be gaining firmness each 


Prices Are Uniform 


New York jobbers report a normal 
demand for wrenches with prices uni- 
form throughout the city. Local stocks 
are ample. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. NEW YORK: 

Wrenc he s, S model, 55 per cent off 
list. Stillson, 6 in., 64c. each; & in., 
7ic. each; 10 in., 79c. each; 14 in., 
$1.12 each; 18 in., $1.59 each; 24 in., 
$2.30 each: 36 in., $4.20 each, and 
48 in., $6.34 each. 

Monkey wrenches, knife handles, 
6 in., 75c. each; 8 in., 90c. each; 10 
in., $1, 10 each; 12 in., $1.40 each; 
15 in., $2.00 each: 18 in., $2.52 each, 
and 21 in., $2.90 each. 


Radio Batteries Are Active; 
N. Y. Prices Very Firm 


Prices on dry cell batteries are very | 


firm throughout this section of the 
country. New York jobbers report a 
continued active demand and predict 
a good spring and summer trade on 


radio batteries. Local stocks are ap- | 


parently adequate. 


CURRENT PRICES TO RETAIL- 
ERS, F.O.B. NEW YORK, ARE: 

wif cells, No. 6, ignition § type, 
32% No. 7111, same type, 35%ec. 
e + 

B batteries, No, 767, $2. 62 each; _in 
units of 5, $2.44 each: No. 772 
(vertical type) $2.62 eac h: in units 
of 5, $2.44 each; heavy duty vertical 
type, No. 770, $3.40 each; in units of 


5, $3.17 each. 


Bolt Demand Is Normal: 


Local Stocks Satisfactory | 


A normal demand for bolts and nuts | 
prevails in the New York wholesale 
hardware market. Prices are steady 


and local stocks are apparently ade- | 


quate for current needs. The new 
lists and discounts have been effective 
in this market since April 1 without 
any apparent difficulty. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. NEW YORK 


Cc ‘arriage bolts, by 6 and Senile. 
50 and 10 off list. rger, 50 per cent 
off list. 


Machine bolts, % by 6 and smaller, 
50 off list—larger to 1 by 30, 45 per 
cent off list. 1% to 1%, 30 off list. 


week. 


Coach screws, % by 6 and smaller, 


Wrench Demand Is Normal: | 


20 and 10 off list, Larger, 50 off list. 
Step bolts, 50 per cent off list. 


Screw Prices Uniform; 


Local Demand Normal 


Prices on screws are considered 
fairly uniform throughout the New 
York market. A normal demand con- 
tinues with stocks adequate. 

JOBBERS’ QUOTATIONS TO RE.- 

TAILERS, F. 0. B. NEW YORK: 

Screws, flat head, bright, iron, 75- 
20-10-10-10. 
Round head, blued, 72'%4-20-10-10- 


Round head, iron, nickel plated, 
65-20-10-10-10. 
Flat head, galvanized, 60-20-10-10- 


10. 
Flat head, brass, 7214-20-10-10-10. 
Round head, brass, 70-20-10-10-10. 





These discounts apply to standard 


screw lists. In package lots an extra 
10 is allowed. 


of Garden Equipment, etc. 





tention from the consuming’ public, 
since warmer weather came to the Met- 
ropolitan area and surrounding 
country. Suburban dealers report fairly 
active consumer volume. Wholesale 
business to date is far ahead of the 
trade in these lines at this date last 
vear. Current wholesale demand is 
very steady and with an improved re- 
tail sale should also show increases. 
Prices have been very steady. Local 
stocks appear satisfactory. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 
Garden Hoes 


Black finish, 7 in. steel blade, solid 
shank, 4™% ft. ash handle, 49c. each. 
Same with 6 in. blade, bronze finish, 
80%c. each; and with 7 in. blade, 
bronze finish, 8l'%4c. each. 

Ladies’ garden hoes, 5 in. forged 
steel blade, solid shank, 4 ft. handle, 
63c. each. 

Meadow hoes, forged steel blade, 19 
gage, polisheti and bronze _ socket 
shank, 4% ft. handle, 91%c. each. 

Nursery hoes, forged steel blade, 
polished and bronzed, solid shank, 
41%4 ft. handle (ash), 7 in. blade, 80c. 





each. 
Onion hoe, square top, polished 
forged steel blade, 7 x 1% in., bronze 








Warmer Weather Helps Sales | 


Garden equipment and other spring. 
hardware lines are receiving more at- | 
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finish, 4% ft. handle, 80c. to 88c. 
each, 

Garden hoes are packed 12 in a 
bundle, 

Warren type hoes, 95c. to $1.13 
each. Scuffle type hoes, 89c. each. 


Mortar Hoes 
Polished forged steel blade, bronze 
finish, solid shank, 6 ft. ash handle, 
9 in. blade, $1.15 each. Same with 
2 holes and 10 in. polished steel 
blade, $1.15 each. 
Mortar hoes are packed 12 in a 


bundle. 
Steel Rakes 

Light weight, black finish, ash 
handle, 12 teeth, 45%c. each; with 14 
teeth, 50c. each; with 16 teeth, 54%c. 
each. 

Medium bronze (finish, straight 
teeth, 5% ft. ash handle, 12 teeth, 
75%c. each; 14 teeth, polished, 82c. 
each; 16 teeth, 86%c. each. 

Steel bow rakes, curved teeth, pol- 
ished bronze head, 5% ft. ash handle, 
16 teeth, $1.0714 each; with 14 teeth, 
$1 each. 

Rakes packed 6 in a bundle, 


Potato Hooks 


Solid steel, goose neck, black and 
gold finish, 444 ft. handle, 5 round 
tines, $1.01 each. Same, with bent 
head, polished and bronze finish, 4 
angular back tines, 94%c. each. 
These are packed 12 in a bundle. 


Manure Forks 


Strapped ferrules, oval drop forged 
tines, selected D ash handles, 4-12 
in. tines, bronze finish, $1.53% each. 
Same, 5-12% in tines, $1.86% each. 

Strapped ferrules, steel capped 
drop forged oval tines, polished and 
bronzed with 4 ft. ash handles, 4-12 
in tines, $1.34 each. Same with 5-13 
in, tines, $1.52 each. 

Heavy mill or street forks, strapped 
ferrules, bronze finish, wood D han- 
dies, with 4 oval 15 in. heavy tines, 
$2.20 each. All of these manure forks 
are packed 6 in a bundle. 


Cultivators 
Floral cultivator, adjustable 3 
forged steel prongs, malleable iron 
socket, enamel finish, 4 ft., ash han- 
dles, 59c. each; same with 5 forged 
steel adjustable prongs and 4% ft. 
ash handle, 84%4c. each. 
Packed 6 in a bundle. 


Hay Forks 


Strapped ferrule, selected ash han- 
dles, bronzed and polished, 3 oval 12 
in. drop forged tines, with 4 ft. bent 
handle, $1.13%4 each, and with 6 ft. 
bent handle, $1.37 each. 

fay forks are packed 12 in a 
bundle. 

Five per cent discount off all prices 
on spring goods in bundle lots. 


Sprinklers 
Sprinklers, Ananconda, $1.05 each; 
Zenith, 85e. each; Ring, 56c. each; 
tainking, $2.33 each; Giant Rainking, 
$8.33: and Rainbow, $1.35 each. 


Hose Nozzles 
Rainking, $12 per dozen; Diamond, 
$4.10 per dozen; Gem, $6.70 per dozen; 
Peoria, 35c. each. 


Scythes 

Grass scythes, $19.25 per dozen; 
Bush scythes,, * abe 20 per dozen: Weed 
scythes, $17. per dozen; English 
riveted mare $21 per dozen; hay 
knives, $16.50 per dozen. 

Seythe snaths, grass, $15.20 per 
dozen, and bush, $17.25 per dozen. 


Garden Hose, Etc. 

Molded, 1 ply, 50-ft. lengths, 10%c. 
per ft.; same, 2 ply, 10%c. per ft.; 
molded smooth, 2 ply, 10%c. per ft., 
and wrapped, 5 ply, 9%c. per ft. In 
25-ft. lengths each grade is wc. 
higher per foot. 

Hose couplings, Sherman brass, 
$1.30 per dozen; perfect, $2.00 per 
dozen. 

Hose menders, Cooper, 75c. per 
dozen; perfect clinch, 75c. per dozen. 


Hose Reels 
Victor, $1.85 each; No. 2, $2.80 each; 
No. 10, $3.60 each; No. 20, $4.10 each; 
No. 30, $7.85 each. Detachable model 
to fit faucet, $4.10 each, and Reelezy, 
$1.50 each. 
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HARDWARE AGE 


Seasonal Hardware Moving Freely 


Staples Sluggish in Pittsburgh Market 


(Pittsburgh office of HARDWARE AGE) 


EASONAL hardware is moving with a good degree of freedom 


in this market. 


In common with most of the country, weather 


conditions here are conducive to work in the garden, on the 
lawn and in the homes, and there is a very general report of activity 


in garden, lawn and house-cleaning supplies. 
Paint is wanted and there is a strong 


beginning to be sought. 


Ornamental fence is 


movement of screen wire cloth, because fly time is not far off and 
there is the desire to be prepared against that and other winged 


pests. 


The staples are not doing particularly well and some jobbers 


complain that builders’ hardware has often been more active than 


it is at present. 
are just fair. 
BATTERIES. — Little complaint is 


heard among jobbers here as to the 
sales of dry cell batteries. They quote: 


Broken Unit 

Packages Packages 
No. are $1.05 $0.97 
No. Cn. <sdsvenes 3.85 3.33 
No. a scibaceeus 1.22 1.14 
No. wa sods cues’ 1.22 1.14 
No an s¢nseueees 1.40 1.30 
No. a ¢¢abeuqeee 2.62 2.44 
No. nt écesvVedeee Ee 2.44 
No. es 3.17 
No. Ds igseekenewr 42 .o9 
nh, See she eneseus .40 oo lk 


No. 6 dry cells, ignition type unit 
packages, 32%4c. each. : 
Flashlight.—No. 935, 9%c. each; No. 


950, 9%4c.; No. 790, 18%c.; No. 705, 
28c.: No. 750, 18%c.; No. 751, 25c. 
Hot Shot.— No. 1461, $1.67; No. 


1662, $2.37. 

BOLTS, NUTS AND RIVETS.—Fair- 
ly good demand is noted for bolts, nuts 
and rivets. Jobbers, however, still are 
prone to discuss the new price sched- 
ules and to be disposed to oppose the 
10 per cent extra charge for broken 
over full case lots of bolts. The com- 
mon complaint is that in order to get 
the advantage of the maximum dis- 
count, it will be necessary for them to 
carry slow moving sizes for indefinite 
periods. Manufacturers are turning a 
deaf ear to suggestions of relief in this 
direction, feeling that the new sched- 
ules are entitled to a full trial before 
there is any revision. Jobbers quote: 


Bolts.—All styles except stove and 
tire bolts, per 100 pieces, 62% per 
cent off list: stove bolts, 75 and 10 
per cent off list; tire bolts, 40 and 10 
per cent off list. 


Nuts.—All styles, 621% per cent off 
_ $3.50 base, per 100 
pieces; small wagon and tinners’ riv- 
ets, 60 per cent off list. 
BUILDERS’ HARDWARE.—tThe re- 
port about business is not quite as 
cheerful this week as it has been, but 
there is a fair movement, and trips 
about the city indicate that a good deal 
of building still is in progress. Among 
big projects in sight is the addition to 
the William Penn Hotel and the new 


Pittsburgh-Pennsylvania Hotel. Job- 
bers quote: 
Butts.—Ball tip,plated, dull brass 


and antique copper, less than case 
lots, 3 in, x 3 in., $17 per 100 pair; 
41% in. x 3% in., $17.50; 4 in. x 4 in., 


27.50. 
+ dinges.—Heavy strap, 6-in., $1.47 


Prices show no changes worth noting. Collections 











per doz.; 8 in., $2.47; 10-in., $4.14; 
extra heavy, T, 6-in., $1.87 per doz.; 
8-in., $3.18; 10-in., $4.48; light strap, 


with screws, packed one pair in a 
box, 3-in., $9.27 per 100 pair; 4 in., 
$11.20; $10.67 per 100 


light T, 
pair; 4-in., $12.6 

Hasps.—Hinge, without screws, sin- 
gle dozen lots, 3-in., 64c. per doz.; 
4% in., 76c.; 6-in., $1; safety, 3-in., 
97c. per doz.; 4%-in., $1.14; 6-in., 
$1.60. 


3-in., 


Garage Sets.—Swinging hinges, 10 
in., $2.50 per set. 


AWNING HARDWARE.—tThe season 
for putting up awnings is at hand and 
some quickening in the demand for 


hardware is reported. Jobbers quote: | 


Eve ends, ™% in., $5 per 100; *, in., 
$8; clamps, ™% in., $6.50 per 100; %%4 in., 
$8; hinges, $3.50 per 100. 

FERTILIZERS.—Good demand still is 


noted for the small lots such as are 


required for gardens and lawns. Job- 
bers quote: 

Old Gardner, 1-lb. cans, $2.05 per 
doz.; 5-lb. pails, 45c. each; 10-lIb. 
buckets, 70c. each, 

Shur-gro, 10-lb. sacks, 50c. per 
sack; 25-lb.; $1.15; 50-lb., $2; 100-lb., 
$3.50. 


GALVANIZED WARE.—tThe recent 
advance in tubs and pails by manufac- 
turers has not yet become effective in 
resale prices. Very steady demand is 
noted for these lines. Jobbers quote: 
Washtubs.—With wringer attach- 

ment, No. 22, $8.50 per doz.; No. 23, 

$10; without wringer attachments, 

No. 2, $7.75; No. 3, $9. 

Pails.—Water, 12-qt., $2.65 per doz.; 

14-qt., $3; fire, 12-qt., $4; cement, 14- 

‘ : chamber, 10-qt., $7.20; 12-qt., 
$$; well buckets, 10-qt., $4.50. 

Refrigerator Pans.—No. 2, $4.50 per 
doz.; No. 3, $6; No. 4, $7.50. 

Garbage Cans.—Cans with lids, Se- 
curity, No. 1, $3 each; No. 2, $3.50; 
No, 3, $4; Hercules, No. 171, $3; No. 
181, $3.25; No, 191, $3.60 


GARDEN AND LAWN SUPPLIES.— 
Tools, mowers and hedge shears are 
doing well, but there is not much de- 
mand yet for watering devices. Job- 
bers quote: 


Tools.—Manure forks, first quality, 
long handled, $15.25 per doz.; bowed 
garden rakes, 14-tooth, $9 per dozen; 
spading forks, $10.80 to $21 per 
doz.: haying forks, 3-tine, first qual- 
ity, $12.75 per doz.; German hoes, No. 
3-0, $7.20 per doz.; scythes, $12 to $25 
per doz.; snaths, $10.50 to $15 per 
doz. 

Sprinklers.—Ring, $6 per doz.; Rain 
King, $2.35 each; Pluvius, $1.15; two 
purpose, $1.30. 





Sprinkling Cans.—4 qt., $6 per doz.: 
6 qt., $6.60; 8 qt., $7.70; 10 qt., $8.10; 
12 qt., $10; 16 qt., $12.60. 

Hose.—In 250-ft. reels, % in., 1c. 
per ft.; % in., 10%c.; % in., 11%c.; in 
o0-ft. lengths, %c. per ft. higher; Gem 
spray nozzles, $6 a doz. 

Hose Reels.—Victor, $1.75 each: No. 
2, $2.60; Reeleasy, $1.35. 

Plows.—Geneva, No. 2, $5.50 each; 
Leader, No. 2, $3; No. 5, $3; Superior, 


No. 3, 5-tooth cultivator, $3.50. 
Mowers. — Plain bearing, 8 in. 
wheels, 12 in., $5 each; 14 in., $5.25: 
ball bearing, 9 in. wheels, 14 in., 
$7.75; 16 in., $8; supreme ball bear- 
ings, 10 in. wheels, 14 in., $10.75; 16 


in., $11.25; 18 in., $12. 

Mower Oil Cans.—Tinned, straight 
or bent spouts, $1 per doz.; copper 
plated straight or bent spouts, $1.50 
per doz, 

Rollers.—No. 2 size, $8.50 each: No. 
4, $10; No. 5, $12.50; No. 7, $15. 

Hedge Shears. — Western, 8 in., 
$1.25 per pair; 9 in., $1.40; 10 in., 
$1.60; Disston, 8 in., $1.75; 9 in., $1.90: 


10 in., $2; ladies’ shears, Western, 
85c.; Disston, $1.10. 
HOUSE - CLEANING SUPPLIES.— 


These lines are moving well here, with 
the house-cleaning season at its height. 
Jobbers quote: 
_ Mops.—O-Cedar, 3344 per cent off 
list; Star cotton, 20-o0z., $7 per doz.; 
24-0Z., $8.40; 30-0z., $10.80. 
Chamois Skins.—12 x 14 in., $3.50 
per doz.; 13 x 17 in., $6; 14 x 18 in., 


$7.50; 15 x 20, $9.20. 
Waxes.—Johnston paste wax, 1-lb. 
cans, S8oc.; 2-lb. cans, $1.70; 4-lb. 
cans, $3; 8-lb. cans, $6; Old English, 
1 Ib. cans, 85c.; 2-lb. cans, $1.70: 
4-lb. cans, $3; liquid wax, Johnson, 
pints, 75c.; quarts, $1.40. Old En- 
glish, pints, 75c.; quarts, $1.40. Deal- 
ers’ discount, 334, per cent. 
Sponges.—According to size and 


quality, $2 to $9 per doz. 

Wall Cleaners. —- Smoky City and 
Climax, $1 per doz. cans; Perfection 
paint, cleaners, $3 per doz. 

Step Ladders.—Standard full rodded 
ladders, 28c, per ft.; extra, 46c. per ft. 

Floor Polishers. — Johnson's elec- 
tric, $42.50 each, subject to discount 
of 25 per cent to retailer; hand, $3.75 
each; Old English, $2.60 each. 





Carpet Beaters. — Justrite, $1.10 
doz.; Neo. 4, $1.20. 
ORNAMENTAL FENCE.—tThis line 


usually moves well at this season, and 
this year is no exception to the rule. 
Jobbers quote: 

Cyclone lawn fence, LX, 36-in., 
$7.25 per 100 lineal ft.; 42-in., $8.25; 
gates, 3 in. x 36 in., $2.70 each. 

PAINTING SUPPLIES.—Demand for 
paints is good and also for painting 
accessories. Turpentine still is weak, 
with a further drop of 2c. per gallon 
noted from the prices of a week ago. 
Prices otherwise are unchanged. 
retailers: Ready mixed 
grades, $2.85 per gal- 
$2.25; white lead, 


Prices to 
paints, best 
lon; lower grades, 
14%c. per Ib. in 100-lb. lots; 10 per 
cent less in lots of 500 lb. or more 
and extra 4 per cent less in lots of a 
ton or more; turpentine, 82c. per gal. 
in barrel lots; raw linseed oil, 12.3c. 
per lb. in barrel lots. 


PAPER HANGERS’ SUPPLIES.—Sea- 
sonally good demand is noted. Jobbers 
quote: 


Smoothing rollers, No. 4, $9.60 per 
doz.; No. 8, $10.50; seam rollers, No. 
11, $2.75 per doz.; No. 17, $4; brushes, 
$3.60 to $13 per doz.; shears, $17 to 
$24 per doz. 
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Real Summer Weather Puts More Pep 
Into New England Retail Hardware Sales 


(Boston office of HARDWARE AGE) 


suffered from floods and tornadoes, New England experienced 


[ ) sutterc the past week, when other sections of the country 


dry summer weather such as one might expect in August. 
The general public jumped to it and accomplished a tremendous 
amount of outdoor work in gardens, on lawns, painting, repairing in 


and about the house, garage and barn. 


In addition, many builders, 


held up on account of cold weather, resumed the construction of 
homes, etc., and master painters put thousands to work. Naturally 
heavy demands were made on retail hardware dealers and their 
over-the-counter business took a big leap upward. Toward the last 
of the week the retail dealer, in turn, made increased demands on 
the hardware jobbers and shipments out of stock were larger than 


for any previous week this year. 


As might be expected, garden tools, lawn accessories, paints and 


tools have enjoyed a brisk call. 


The warm weather, however, served 


to bring out orders for such things as fencing, freezers, electric 
fans, etce., from retail dealers who had delayed buying. There also 
has been very good buying of numerous small items, which in the 
aggregate run into big money. Taken as a whole, it was a mighty 


good week for the hardware trade in general. 


Industrial New 


England apparently is gathering momentum, although the come- 


back is slow. 


It is now reasonable to assume that manufacturers 


in this section of the country will be fairly active throughout the 


summer months, at least. 
tail hardware dealer. 
AUTOMOBILE 


somewhat better demand for auto- 
mobile tires and tubes is_ reported, 


presumably because of a growing belief | 


that prices are to be higher within the 

near future. 

BARROWS.—Barrow sales are holding 

up well, jobbing bookings so far this 

month being about on a par with those 

for the corresponding time in March. 

Jobbers’ stocks are somewhat smaller 

than they were a year ago. 

quote from Boston jobbers’ 
stocks: 

Barrows.—Garden, standard, No. 4, 
wood wheel, $5.75 each net; No. 4 
steel wheel, $5.50; No. 5, wood wheel, 
$6.25; No. 5 steel wheel, $6. 

BATTERIES.—Batteries continue the 
best sellers in retail radio departments. 
There is an added call for dry cell bat- 
teries from people opening summer 


homes. 


We quote from Boston jobbers’ 
stocks: 

Batteries.—Columbia dry cell, in 
lots of 32%c. each, freight 
allowed. Hot shot, in barrel lots, 


No. 1461M, $1.65 each net; No. 1562M, 
$1.97: No. 1662M, $2.34. In less than 
barrel lots. No. 1461M, $1.75; No 
1562M, $2.07; No. 1662M, $2.45. 
Radio. —Dry cell, in lots of 50, No. 
7111, 35c. each net; in smaller lots, 
40c. each net. B batteries, in units 
of 10, No. 764, $1.14 each net; No. 
760, $1.30: No. 771, 39c. Storage bat- 
teries, 6 to 9, $9. 75 each net; 6 to 11, 
$11.10: 6 to 13, $13.05. Radio, No. 
486, $5 list. 


BITS.—An improvement in _ building 
and industrial activities is reflected in 
a better demand for all kinds of bits, 
particularly augur. 


We quote from Boston jobbers’ 
stocks: 


That should result favorably for the re- 





ACCESSORIES.—A | 





Auger Bits.—Electric 10-16ths, $6.25 


per doz, net; 11-16ths, $6.60. Carpen- 
ters, 8-l16ths, $5.30; 9-16ths, $5.75; 
10-16ths, $6.25; 12-16ths, $7.10. Sets, 


321% 
in canvas rolls, 


quarters, in boxes, $7.40 the set, 


$7.50, 


_BRUSHES.—FEven at this early date in 





the season, emergency orders for paint | 


brushes have been received by jobbers. 
At least some retail dealers evidently 
overstayed the buying period. 


We Boston jobbers’ 
stocks: 

Brushes.—Paint, wall 3%4-in., $4 to 
$12.50 per doz. net; ne. Tein, 9.50 7- 7 
$4.58 to $21; calcimine, 7-in 
$59; paper hanger, 10-in., $2.50 to 316, 
flat varnish, 2-in., $1.20 to $6; oval 
varnish, $11 to $20.50 ‘ 

BUILDING PAPER.—Jobbers have ad- 
vanced the price of tarred felt paper 


$1 a ton to $72. 

CAMP STOVES.—Slightly more ac- 
tivity is noted in the market for camp 
stoves. There is still no real pep to 
business, however. 


quote from 


We quote from Boston jobbers’ 
stocks: 

Camp Stoves.—No. 2, $8.50 each 
net; No. 9, $6.25. 


CARPE T BEATERS.—Among_ the 
small articles that have enjoyed a 
broader market of late are carpet 
beaters. 


We quote from Boston jobbers’ 
stocks: 

Carpet Beaters.—No. 11, tin, $2 per 
doz. net; No. 12, $1.50. 


CHURNS.—Certain retail dealers have 
found it necessary to replenish stocks. 
The buying movement is rather limited. 


We quote from Boston jobbers’ 
stocks: 

Churns.—Glass, 2 qt., 
net; 3 qt., $17.75; 4 qt., 


$14 per doz. 
$23. Jars for 








churns, 2 qt., $5.15 doz. net; 3 
qt., $7.25; 4 qt., $8.50. 
Metal Hand Churns. — One- gallon, 
$2.30 each; 2 gal., $2.75: 3 gal., $3.50; 

4 gal., $4.25: 6 gal., $5.25. 
CLIPPERS.—The recent summer 
weather have livened up the market 
for clippers, particularly toilet. Retail 
stocks generally are believed to be 


small. 


per 


We quote from Boston jobbers’ 
stocks: 

Clippers. —Toilet, Plymouth, No. 0, 
$1 each net; No. 00, $1.60; Mayflowers, 
No. 0, $1.10; No. 00, $1.25; American 
Gentleman, No. 00, $2; No. 000, $2 
Brown & Sharpe narrow plate and 


other kinds carried by jobbers, $4.50 
each list; discount, 25 and 15 per 
cent. 

Horse Clippers.—No. 169, $2.60 each 
net; No. 179, $1.40. Horse clipping 
machines, No. 1, ball bearing, $14 
each list; discount, 33% per cent. 

Sheep- Shearing Machines. Ball 
bearing, No. 9, $24 each list; dis- 
count, 334% per cent. 


CUPS.—The hot weather likewise 
brought retail dealers’ orders for drink- 
ing cups, both paper and metal. Some 
retailers found their stocks to be quite 
inadequate. 


We 
stocks: 

Cups. — Drinking, American Ther- 
mos line, No. 82, four cups to set, $1 
per set list. Discount 25 and 10 per 
cent. 


DRYERS.—Bright sunny days, just 
the ones to make clothes white, have 
brought out more orders for dryers 
than noted in several weeks. Business 
is not brisk, yet so much better than 
it has been, all jobbers mention that 


fact. 


quote from’ Boston jobbers’ 


We quote from Boston jobbers’ 
stocks: 

the ae No. 1, $6.90 each 
net; .No. 2, $6.2 


EGG BOXES.—Mrs. New England Hen 
is still extremely active in the matter 
of eggs. Storage holdings of this food 
in Boston are very much larger than 
a year ago, and consumption of it is 


tremendous. Naturally there is a good 
demand for egg boxes. 
We quote from Boston jobbers’ 
— 


Boxes.—paper, 500 to a bun- 


ie. 6.50 per 1000. 
FANS.—Some of those retail dealers 
who had delayed purchases of electric 
fans are taking action now, the hot 
weather evidently serving as a re- 
minder that now is the time to prepare 
for later public wants. 


We quote from Boston jobbers’ 

stocks: 
Fans. —Electric, Polar Cub, ogg 
1 3 


6-in., in lots of less than 

each, net; 12 or more, $2.85; 8-in., 
less than 12, $3.20; 12 or more, $3. 
Senior, oscillating, 10-in. less than, 
six, $7 each; six or more, $6.65; sta- 
tionary, less than six, $4. 60; six or 
more, $4. 


FISHING TACKLE.—The New Eng- 
land deficit of rain is so large, and 
woods fires so numerous and disas- 
trous, Governor Fuller of Massachu- 
setts has issued an order prohibiting 
fishing. That fact has hurt the retail 
sale of fishing tackle in this State. 


Reading matter continued on page 86 
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‘/AreYou Seed 
\| to. Meet the Demand? 


They’re coming! The persistent, annoying, 
dangerous fly—the buzzing, biting mosquito— 
carrying disease germs—spoiling the pleasure 
of pleasant summer evenings. Are you pre- 
pared to meet the demand for quality wire 
screen cloth? If you can’t—your competitor 
around the corner will. 





Prompt, dependable service will assure you 
increased sales and profits. Place your order 
now for “Golden Rod Bronze,” the screen 
cloth that is as good as money can buy. 


If your customers have a preference for an- 
tique finish, we recommend ORIENTAL An- 


tique Bronze. 


We also manufacture VULCAN Black 
Painted; APEX Electro-Zinc-Coated; NEP- 
TUNE Bright Galvanized; CRESCENT 
Bright Copper; COLONIAL Antique Copper. 


Distributed by Jobbers 


If your jobber cannot supply you, write us 
and we will give you the name of one whe 
will. 


JOHN M. HART COMPANY 


Manager of Sales for 
HANOVER WIRE CLOTH CO. 


General Sales Office: Factory: 
Old Colony Bldg., Hanover, Pa. 
Chicago, Il. 
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We quote from Boston jobbers’ 
stocks: 
Rods.—Steel bait, Vim, 55c. each 


net; Sunnybrook, $1: bait casting, No. 
854; $1.56; Sunnybrook fiyvy, No. BF, 
$1.10: telescope, No. 8&6. Nl, -ft., $1.65. 
No. 96, 91%%-ft., $1.65 

Reels.—No. 35, $3.50 per doz. net: 
No. 75, $6; No. 150! $10.50: No. 
125, $12; No. 250, $18.75: No. 350, $26: 
No. HOO, $36. 

Rigged Lines.—No. 5, 4c. per doz, 
net; No. 550, 80c.: No. 1000, $1.20: No. 
2000), $1.75. Cod lines, No. 2500, $2.40 
per doz., No. 40, $4: No. 50, $6. 

FORKS, HOES.—tThere is a steady, 


although not large movement’ of al] 


kinds and makes of forks and hoes | 
Jobbers say it | 


out of jobbers’ stocks. 


has been one of the best seasons on 
record for this class merchandise. 

We quote from Boston jobbers’ 
stocks: 

Forks.—Coke, Union Fork & Hoe 
f‘o. goods, No. K112, $31.85 per doz. 
net: No. K114, $36. Manure, No. S6D, 
$19.65, No. 64, $18.60: No. S4D, $15.70. 
Hay, No. 3-5, $11.10. Fish, No. 3F, 
three tine, $10.80. 

Hoes.—Mortar, Union Fork & Hoe 


(‘o. goods, No. MR10S, $13.65 per doz. 
net; No. MRI10, $12.60 Street, No. 
SH12, $15.50. 


FREEZERS.—The recent hot days also | 


helped materially in bringing retail 
dealers to the realization that it is time 
for ice cream freezer stock accounting. 
The freezer market really is more 
lively than it has been before in 
months, so far as the number of indi- 
vidual orders placed with jobbers is 
concerned. 


We quote from Loston jobbers’ 
stocks: 

Alaska Freezers.—1 «t., $2.95 each: 
2 qt., $3.45 each; 3 qt., $4.10 each: 


t qt., $5 each; 6 qt., $6.30 each: & qt., 
$8.20 each; 10 qt., $10.75 each: 12 qt., 
$14 each; 15 qt., $17 each, and 20 qt., 
$21.50 each. These are list prices 
which are subject to a dealer’s dis- 
count of 20 and 10 per cent. 

Alaska Grey Goose Freezers.—1 qt., 


$3.35 each: 2 qt., $3.90 each: 3 qt., 
$4.65 each; 4 qt., $5.75 each: 6 qt., 
$7.25 each; 8 qt., $9.35 each: 10 qt.., 
$12.50 each. These are list prices 


which are subject to a dealer's dis- 
count of 20 and 10 per cent. 


White Mountain Freezers.—2 at. 
$5.65 each; 3 qt., $6.75 each: 4 qt., 
$8.25 each; 6 qt., $10.45 each: § qt., 
$13.50 each, and 10 gqt., $18 each. 
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These are list prices and are sub- 
ject to a dealer’s discount of 50 per 
cent. 

Auto-Vacuum Freezers. — No. 1, 
$3.33 net; No. 2, $4 net: No. 3, $5.33 
net, and No. 4, $6.67 net. These net 
prices to dealers show a discount of 
3342 per cent off list. 

Acme Freezers. — 
tapered, 2 qt., $8 per doz, 
size, enameled-galv., $10 per doz; 
4 qt. size, enameled-galv.. $18 per 
dozen, and 1 qt. size, Junior enam- 
eled, $4.80 per dozen. These are net 
prices to dealers. 

Arctic Freezers.—1 qt., $4: 2 qt., 
$4.60; 3 at., § 4 qt., $6.80: 6 qt., 
$8.60: 8 qt., 10 qt., $14.80; 12 
qt., $16.65; 15 qt., $23.30. These are 
list prices. Jobbers quote dealers’ 
discount of 50 per cent off this list. 


IRON AND STEEL. 


of iron and steel out of jobbers’ stocks 


galv., 
same 


sright, 


i 





continues on a hand-to-mouth basis. 
Jobbers’ stocks are quite well balanced, 
consequently prompt deliveries are 
made. Prices have not changed in 
many months. 
We quote from Boston jobbers’ 
stocks: 
Steel.—Soft steel bars, $3.25%5 per 
100-Ib. base; flats, $4.15; plain con- 
crete bars, $3.2614; deformed con- 


crete bars, $3.26%: tire steel, $4.50 to 
$4.75: open-hearth spring steel, $5 
and $10; crucible spring steel, $12: 
bands, $4.011% to $5: hoops, at $5.50 to 
$6: half rounds, $4.90: ovals, $4.90: 
hexagons, $3.26%:; cold-rolled steel, 
$3.95 to $4.45: toe-calk§ steel, $6: 
structurals, angles and beams, 
$3.56; plates, $3.36% to $3.59. 
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MOP WRINGERS.—Mop wringers are 
enjoying a freer movement out of re- 
tail as well as wholesale establish- 
ments. People don’t get down on their 


hands and knees to wash floors as they 


| 


| 
} 
i 
j 


The movement | 


| 
| 
| 
' 
' 


; 
' 
' 


' 
i 


lron.—Refined, iron bars, 3.26%: 
best refined, $4.60: Wayne, $5.50; 
Norway iron rounds, $6.60; squares 
and flats, $7.10. 

Differentials.—-Quality, lots of less 
than 1000 Ib. of size, 50c. per 100 ° 
Ib. extra: lots of 1000 to 1999 Ib., 20c. 
extra. 

JUGS.—Although a long way from | 


active, there appears a larger call for 
popular makes of jugs. 
We 
stocks: 


quote from Boston jobbers’ 


Jugs.—Thermo, No. 1,500, $4.50 each 


list: No. 1375, $3.50; No. 600 (for food 
only), $6.50. Discount, 25 and 10 per 
cent. Stanley unbreakable, food and 
liquid, No. 303, $7.50 each list; dis- 
count, 33% per cent. Aladdin Thermal 
ware, No. 405, $3.75 each list: dis- 
count, in lots of less than six, 30 
per cent, in lots of six or more, 30 
and 5 per cent. 





| 


| 


} 


did in the past. The mop wringer 
makes this task much easier. 


We quote from soston jobbers’ 
stocks: 

Mop Wringers.—White line, hotel, 
No. 1, $32 per doz. net; family, No. 
2, $21.60; No. 14, $31: No. 114, $27; 
Can’t Splash, No. 112, $22. Lamco 


line, in lots of less than % doz., $26 
per doz. net: in lots of % doz. or 
more, $24. Brockton line, in lots of 
less than %& doz., $39 per doz. net; 
in lots of % doz. or more, $37. 


OIL STOVES.—Those retail dealers 
catering to the summer camp and house 
trade can reasonably expect a gradual 
increase in the demand for oil stoves 
from now on. 


quote from Boston jobbers’ 


'Stoves.—Nesco line, No. 211, 
each net; No. 212, $12.25; No. 
$15.40; No. 214, $19.60; No. 233, 
$24.85: No. 244, $31.15. High backs, 
No. 1102, $3.68 each net; No. 1103 
$4.55: No. 1104, $5.60. Ovens, No. 10, 
$2.63: No. 20, $3.15: No. 301, $4.48; 
assortment No. 50, $33.50. 
Gasoline.—Air-O-Gas line, No. 121, 
$17 each net; No. 211, $22; No. 212, 
$26: No. 214, $29; No. 621, $30; No. 
623, $33: No. 624, $47.60. 
RUBBISH BURNERS.—So great has 
been the fire hazard in New England 
States, many municipalities have plac- 
ing restrictions even on yard fires. 
Rubbish burners ought to sell compara- 
tively easy. 
We 
stocks: 
Rubbish Burners.—Cyclone, No. 2, 


in lots of 6, or full bundles, $2 each 
net: in smaller quantities, $2.25 each. 


SHEET ZINC.—There has been quite 
a noticeable drop in the price of sheet 
zinc, the first price change reported 


quote from Boston jobbers’ 


this year. Revised prices follow: 
We quote from Boston jobbers’ 
stocks: 


Sheet Zinc.—In 200 Ib. casks, $12.25 
per 100 Ib.: in 100 lb casks, $12.50; in 


broken lots, $13. 


—— VS 


Coming Hardware Conventions 


AMERICAN HARDWARE MANUFACTUR- 
ERS ASSOCIATION AND SOUTHERN HARD- 
WARE JOBBERS ASSOCIATION, Memphis, 
Tenn., week of May 10, 11, 12, 13, 1927. 
Hotel headquarters, New Peabody Ho- 
tel, Memphis. Charles F. Rockwell, 
secretary-treasurer, 342 Madison Ave- 
nue, New York City. 


ARKANSAS RETAIL HARDWARE ASSO- 
CIATION CONVENTION, Hotel Marion, 
Little Rock, May 10, 11, 1927. L. P. 
Biggs, secretary, Little Rock. 


HARDWARE ASSOCIATION OF THE CAR- 
OLINAS AND VIRGINIA RETAIL HARDWARE 
ASSOCIATION JOINT CONVENTION at Vir- 
ginia Beach, Va., June 7, 8, 9, 1927. 
Headquarters, Hotel Cavalier, Arthur 
R. Craig, secretary-treasurer, 804-806 
Commercial Bank Building, Charlotte, 
N. C. 

LOUISIANA HARDWARE AND IMPLE- 
MENT ASSOCIATION CONVENTION AND 
EXHIBITION, New Iberia, June 6, 7, 8, 


1927. S. H. Sale, secretary, Shreve- 
port, La. 
MICHIGAN RETAIL HARDWARE ASSO- 


CIATION CONVENTION AND EXHIBITION, 
Detroit, Feb. 7, 8, 9, 10, 1928. Head- 
quarters, Hotel Statler; Exhibition, 
Convention Hall. A. J. Scott, secre- 
tary, Marine City. 

MISSISSIPPI RETAIL HARDWARE AND 
IMPLEMENT ASSOCIATION CONVENTION 
AND EXHIBITION, White House, Biloxi, 
June 13, 14, 15, 1927. Guy Nason, sec- 
retary, Columbus. 

MISSOURI RETAIL HARDWARE ASSO- 
CIATION CONVENTION AND EXHIBITION, 
Hotel Statler, St. Louis, Jan. 23, 24, 25, 
1928. F. X. Becherer, secretary, 5106 
North Broadway, St. Louis. 

NATIONAL RETAIL HARDWARE ASSO- 
CIATION CONGRESS, Mackinac Island, 
Mich., June 27, 28, 29, 30, 1927. H.P. 
Sheets, secretary-treasurer, 130 E. 





Washington St., Indianapolis, Ind. 


Reading matter continued on page 88 





NEw ENGLAND HARDWARE DEALERS 
ASSOCIATION CONVENTION AND EXHIBI- 
TION, Mechanics Building, Boston, Feb. 
20, 21, 22, 1928. George A. Fiel, secre- 
tary, 80 Federal St., Boston 9, Mass. 


SOUTHERN HARDWARE JOBBERS ASSO- 
CIATION AND AMERICAN HARDWARE 
MANUFACTURERS ASSOCIATION, Mem- 
phis, Tenn., week of May 10, 11, 12, 18, 
1927. Hotel headquarters, New Pea- 
body Hotel, Memphis. John Donnan, 
secretary-treasurer, Richmond, Va. 


TEXAS HARDWARE AND IMPLEMENT 
ASSOCIATION CONVENTION, Dallas, Jan. 
17, 18, 19, 1928. Dan Scoates, secre- 
tary, College Station. 


VircINIA RETAIL HARDWARE ASSO- 
CIATION will hold a joint convention 
with the Carolinas Association at Vir- 
ginia Beach, Va., June 7, 8, 9, 1927. 
Headquarters, Hotel Cavalier. Thomas 
B. Howell, secretary, 301 E. Grace 
Street, Richmond. 
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An Institution 
The lengthened shadow of good service 


Emerson said years ago that “an 
institution is but the lengthened 
shadow of a great man.” 
Richards-Wilcox, in paraphrasing 
this, look beyond any one man to 
a group of men—to an organi- 
zation—to products—to service. 


R-W products over a period of 


23 years have held a foremost 
place, attained a world-wide 
acceptance, andestablished a pres- 


tige that challenges comparison, 
because every item that bears the 


R-W trademark is thoroughly good. 


This supremacy could not be 
possible with an organization that 
failed to interpret the best of 
products in terms of the best of 
service. It is this that has made 
the R-W plant (the largest of its 
kind in the world) the “length- 
ened shadow of good service.” 


This doorway service is always at your command 
without cost or obligatian. 





New York ° 


Minneapolis Kansa ty Angele 
Montreal 


AURORA, ILLINOIS, U.S.A. 


Boston Philadelphia Cleveland 9 oe Indianapolis o Louis gd Orleans Des Moines 
s Ci 


San Francisc Om Seattle 


- RICHARDS -WILCOX CANADIAN CO., LTD., ” LONDON, "ONT. 


Chicago 


Detroit 
* Winnipeg 


Largest and most complete line of door hardware made 
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Seasonal Goods Stimulated by Warm Weather 
—Staples Steady in Cincinnati Market 


(Cincinnati office of HARDWARE AGE) 


ARM weather in the past ten days has greatly stimulated 
the demand for seasonal products in Cincinnati territory, 
according to reports of local jobbers. Consumers are pur- 
chasing spring items in liberal quantities from retail hardware 
dealers, and the jobbing trade, in turn, has been benefited by an in- 
creased movement of goods from warehouses. Sales for the first 
four months of this year are expected to show a slight gain com- 
pared with those in the corresponding period in 1926. Official fig- 
ures, however, probably will not be available for two weeks. 
Inquiry among retailers discloses the facts that almost without 
exception stocks are well diversified and are ample to care for all 
requirements of the trade. While dealers are not buying far ahead, 
there is a well-defined tendency to carry a nicely balanced line of 


merchandise. 


Prices have been maintained practically on the same level that 
prevailed two weeks ago. On the majority of products no change 
in quotations is anticipated in the near future, this firm condition 
lending further strength to an already stable market. 

Satisfaction is derived by manufacturers and jobbers from the 
fact that there is a steady demand for staple items. Retailers in 
the downtown section of this city have been doing a fairly good 
business, while dealers in the suburban districts are well pleased 


with the upward trend of sales. 
AUTOMOBILE ACCESSORIES.— 


There has been no substantial change 
in this market during the past week. 
Spring items are beginning to move at 
a better rate, but the volume to date 
has not reached its peak. Prices are 
unchanged. 

We quote from Cincinnati jobbers’ 


stocks: 
TIRES 
Cheap Medium 
Grade Grade 
30 KS FaWTIC ....ccce $5.35 $6.35 
30x 3% fabric ...... 6.25 7.25 
30x 3% cord ....... 6.75 9.75 
tif ee 10.60 13.75 
 £ fF Fl eee 11.15 14.50 
$f fee 11.75 15.25 
et eee male 12.35 16.20 
33K 4% COTE .ncccces 15.20 19.75 
33 x 4% cord ........ 15.80 20.50 
34x 4% cord ........ 21.25 
29x 440 balloon ..... 7.55 9.65 
TUBES 

De cudedeunnanees .99 1.25 
40 xX $1, eT tet Te ee 1.20 1.45 
i. cscsinsenreh «owe 1.65 1.95 
i  ceneunteuetneees 1.76 2.05 
Lk Ie ee ee arene 1.80 2.15 
29 x 440 balloon ...... 1.51 1.85 


Spark Plugs.—Special lot prices 
quoted herewith are good only until 
April 30; 50 A. C. plugs, $25.50; 30 
A. C. plugs and 20 No. i075. $22.30: 
100 A. C. plugs, $48; 70 A. C. plugs 
and 30 No. 1075, $43.80. 

Luggage Carriers. — Light weight, 
hoe. each: 60c. in lots of 10; heavy 
weight, 80c. each; 75c. in lots of 10. 

Hight Lustre Automobile Polish.— 
'o-pt. size, $4 per doz.: 1-pt. size, 
$8 per doz.; 1-qt. size, $12 per doz. 

Ford Replacement Springs.—7-leaf 
front spring, $1.25 each: 8-leaf front 
spring, $1.45 each; 9-leaf front spring, 
$1.95 each; 9-leaf rear spring, $4.55 
each; 10-leaf rear spring, $4.90 each. 

Spark Plugs.—Special lot prices 
quoted herewith are good only until 
April 30; 50 A. C. plugs. $25.50: 30 
A. C. plugs and 20 No. 1075. $22.30: 
100 A. C, plugs, $48: 70 A. C. plugs 
and 30 No. 1075, $43.80. 


BASEBALL GOODS.—Retailers state 
that sales have been fairly good, and 








} 
| 








trade has been well diversified. Some 
reorders are already being placed with 
local jobbers. 


We quote from Cincinnati jobbers’ 
stocks: 

Ballis.—No. 97, $15 per doz.; No. 99, 
$16.80 per doz.: No. 70, $7.80 per doz.; 
No. 47, $4 per doz.; No. 45, $2 per 
doz.:; No. 17, $1.20 per doz.; No. 35, 
80c. per doz, 

Bats.—No. 02, $2 per doz.; No. 4, 
$3 per doz.: No. 8, $4 per doz.; No. 
9, $5.40 per doz.; No. 13, $7.20 per 
doz.; No. 16, $10.80 per doz.;: No. 5, 
$12 per doz.; No. 40, $16.20 per doz.; 
No. 250, $21 per doz.; No. 40K, $21 
per doz. 

Basemen’s Mitts. — No. 145, $3.95 
each: No. 131, $2.25 each; No.,151, $2 
each; No. 123, $1.95 each; No. 110, 80c. 
each. 

Catchers’ Mitts. — No. 226, $4.90 
each; No. 210, $4.60 each; No. 188, 
$2.67 each: No. 186, $1.95 each; No. 
185, $1.33 each; No. 182, 84c. each. 

Fielders’ Gloves. — No. 27, $1.40 
each: No. 44, $2.25 each: No. 37, $1.85 
each; No. 34. $1.50 each: No, 19, $1.05 
each; No. 14, 67¢c. each; No. DW, $4.35 
each: No. BL, $6.50 each; No. 73, $4 
each: No. 68, $3.33 each. 


BUILDERS’ HARDWARE.—A better- 


ment in building activities is reported, 
and further expansion in construction 
operations are expected in the near 
future. 


We ene from Cincinnati jobbers’ 
stoc . 
Hinges. —Heavy strap hinges, 5-in., 
%5c. per doz, pair; heavy strap, 6-in., 
$1 per doz. pair; heavy strap, 8-in., 
$1.70 per doz. pair; extra heavy Tee 
hinges, 5-in., $1.10 per doz. pair; 
extra heavy Tee, 6-in., $1.20 per doz, 
pair; extra heavy Tee, 8-in., $2.20 per 

doz. pair. 

Hasps.— Common hinges, 70 off; 
safety hasps, 3-in., 60c., single, per 
doz.: 4%-in., 80c.; 6-in., $1.40. 

Butts.—Steel, dull brass and an- 
tique copper, case lots, 3% x 3%, 
l4c. per pair net: 4 x 4, 20%c. Less 
than case lots, 3x 3%, 15c.; 4 x 4, 
21¢ 


Sash Weights.—Sash weights, $1.85. 





inside Sets.—Square bevel inside 
sets in case lots, $4.10 per doz. 


BOLTS AND NUTS.—The volume of 
trade is of fair proportions and a 
steady movement of material from 
jobbers’ warehouses is expected to con- 
tinue during the next month. 

We quote from Cincinnati jobbers’ 
stocks: Machine bolts, large, 50 and 
10 off: small, 50, 10 and 10 off; car- 
riage bolts, large, 50 off; small, 50 
and 10 off; stove bolts, 75 off: semi- 
finished nuts, 9-16 in. and smaller, 75 
off; larger sizes, 65 off. 


GARDEN TOOLS.—Sales made by re- 
tailers have been liberal in volume, and 
fill-in orders have been placed with 
local warehouses in many instances. 


We quote from Cincinnati jobbers’ 
stocks: 

Hoes.-— Iowa socket hoes, 6%-in., 
$9.96 per doz.; lowa cotton hoes, No. 
P6%, 4% in., $7.37 per doz.; Iowa 
planter hoes, No, P6%, 4% in., $7.95 
per doz.: lowa weeding hoes, No. 
2P, $4.80 per doz. ; 

Rakes.—No. 14SM, $5.64 per doz.; 
No. 314 Iowa, $9.84 per doz.; special 
competition steel, 14-tooth, $4.50 per 


doz 

Spades. —No. JOW, $21.12 per doz.; 

No. OHW, $19.80 per doz.; No. 

OLDSP, $10.80 per doz. 
LAWN MOWERS.—The warm weather 
of the past week has brought out an 
active demand for lawn mowers from 
the retail trade, and this season prob- 
ably will be normal so far as volume of 
business is concerned. 

We quote from Cincinnati jobbers’ 
stocks: 

Cheap Grade.—12-in., $5 each; 14- 
in., $5.20 each; 16-in., $5.50 each. 

Ball Bearing. at in. medium grade, 
$8 each; 14-in. good grade, $9 each; 
l4-in. best grade, $11 each: 16-in. 
medium grade, $8.25 each; 16-in. 
good grade, $9.35 each; 16-in. best 
grade, $11.50 each; 18-in. medium 
grade, $8.60 each: 18-in. good grade, 
$9.75 each; 18-in. best grade, $12 
each. 

PAINT.—Thé clean-up and paint-up 
campaign in this city is now under way 
with beneficial results showing up in 
the number of paint sales. Many re- 
tailers are pushing paint products to 
great advantage, according to reports 
from all parts of this territory. 

We quote from Cincinnati jobbers’ 
stocks: 

Ready mixed house paints, $2.75 
per gal.; linseed oil in single barrels, 
84c. per gal.; turpentine in two-bar- 
rel lots, 78c. per gal.; white and red 
lead in 500-lb, kegs, 14%c. per Ib., 
less 10 per cent. 


SCREEN DOORS AND WINDOW 
SCREEN S.—Appearance of warm 
weather has brought out a heavy de- 
mand for screen doors and window 
screens. Prices are firm at the sched- 
ule printed below. 

We quote from Cincinnati jobbers’ 


stocks: 
een Doors.—No. 241, $17.60 per 
doz.; 281, $18.65 per doz. : No. 314, 


$25 3. oe No. 355, $34 per doz.: 
No. 315, $31.40 per doz.; No. 315 gal- 
vanized, $32 per doz. All of the above 
quotations are on the size 2-ft. 10- 
in. x 6-ft. 10-in. 

Window Screens.—No. 1833, $3.85 
per doz.; No, 1833 galvanized, $4 per 
doz.: No. 2433, $4.50 per doz.; No. 
2433 galvanized, $4.75 per doz.: No. 
3037, $6.20 per doz.; No. 3037 gal- 
vanized, $6.55 per doz. 


Reading matter continued on page 90 
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National 


Advertising 


Makes i 
GOTTSCHALK’S 


METAL SPONGE 


“The Modern Dish Cloth” 


Reg. U. S. Pat. ‘ 


A Fast-Moving Item 


Women in every city and town in the United States are now reading the 
national advertising of Gottschalk’s Metal Sponge (patented). Thousands 
are already asking for it by name —others—tens of thousands of them — 
have read about it and are in a receptive frame of mind. All they need is 
a word of recommendation. 


FREE SAMPLE AND CASH IN ON THIS 
SPECIAL OPPORTUNITY NOW! 
OFFER 
















Place the Gottschalk display carton. where 





If you = not ——_ — it will surely be seen. Point it out to the 
ing profits on SC s 
Metal Sponge (patented) women when they come in. Tell them 
write us today on ae how “The Modern Dish Cloth” cleans the 
ness stationery. etails o ' . 
our special profit-sharing in- finest china or glassware without a scratch 
troductory offer will come —how it makes caked and greasy pots and 
with sample sponge. pans shine like new. Be sure to emphasize 
i uae me the fact that Metal Sponge positively will 
Metal Sponge. not roughen or scratch the hands. The 
It’s patented number of sales you can make in this way 
and cannot be ; 
imitated. will amaze you. 


METAL SPONGE SALES CORPORATION 
2726 N. Mascher Street, Philadelphia 
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Northwest Building Well Under Way 
Prices Are Steady and Collections Fair 


(Minneapolis office of HARDWARE AGE) 


N the words of one of the officials of the Ninth Federal Reserve 
Bank, at a recent meeting, the Northwest is sound, and is pro- 
gressing. Reports show that farm land is selling well for this 

time of the year, and that all that is needed is time to get the sea- 


son’s crops into the ground. 


Planting and seeding is delayed because of the steady and pe- 
riodic rains, which have kept the soil too wet to allow the farmers to 
proceed. This applies to Iowa, Nebraska and all of the States in 


this section of the country. 


Building is well under way and promises to show good volume 


during the year. 


Prices are steady, showing no changes of importance during the 


week. 


Collections are fair, with prospects of improving as soon as nor- 
mal business can be resumed with the annual round of seeding and 


building. 


AXES.—Sales are steady, with stocks | 
well filled. Prices are unchanged. 
We jobbers’ stocks, 
f.o.b. Cities: Single bit base 
weight axes at $16 per dozen and 
double bit base weight at $21.50; 
Piumb’s Dreadnaught unhandled sin- 
gle bit, $14.50; double bit, $19.50; | 
handled, single bit, $19.50; double bit, 


$24.25 doz. net. 
AUTOMOBILE TIRES.—Demand 
fair, and will improve as soon as roads 
are in driving condition. Stocks are 
full, with the expectation of heavy 
sales. Prices have not changed. 
We quote from jobbers’ stocks, 

f.o.b. Twin Cities: Mansfield tires, 30 

x 3% Liberty cord, $3.60; heavy duty 

oversize, $8.75; 32 x 4 Liberty cord, 


quote from 


Twin 


is | 


$11.15; heavy duty oversize, $14.50; 
balloon tire, 29 x 4.40, $9.65; 30 x 
5.25, $15.95; heavy duty, 32 x 6.20, 


4, $2.60: 34 x 4%, $3.25; balloon 


~] 


- 
tire tubes, gray, 27 x 4.40, $1.90; 29 x 
4.40, $2.95: 30 x 5.25, $2.70; 32 x 6, | 
$3.20; 32 x 6.20, $3.70 each, net. 


BOLTS.—Sales are steady, with stocks | 


well filled; Prices are firm as last | 


quoted. 
We quote from jobbers’ stocks, 
f.o.b.. Twin Cities: Carriage bolts at 


60 per cent; machine bolts at 60 per 
cent; stove bolts at 75 per cent; and 
lag screws at 60 per cent from new 
lists, 
BUILDING PAPER.—Demand is im- 
proving with the increase in building. 
Stocks are well filled, for the trade, | 
and prices are unchanged. 




















We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Red rosin sized 
paper at $2.90 and tarred felt at 
$3.10 cwt., net. 


CHURNS.—Retail call is still light. 
but steady. Prices show no changes. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Barrel type churns 
at 45 per cent from lists. 


EAVES TROUGH CONDUCTOR PIPE 
AND ELBOWS.—Demand is improv- 
ing, with stocks ready for the call. 
Prices are unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: 28 ga., slip joint, 
single bead, 5-in. eaves trough, $5.50 


| gains 


GLASS AND PUTTY.—Sales 





per 100 ft.; 28 ga., 3-in., conductor 


pipe, $5.40 per 100 ft., and 5-in., con- 

ductor elbows, $1.73 per doz., net. 
FIELD FENCE.—Sales show some 
in a retail way. Prices are 
steady and firm. 

We from jobbers’ 
f.o.b. Cities: 10 ga, top and 
bottom, 13 ga. intermediate, 26 in. 
fencing at $50.04 per 100 rods. 


FILES.—Call for files is fair, 


quote stocks, 


Twin 


with 


stocks well assorted. Prices are steady 


and firm. 
We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Best grade files 


at 50 per cent and second grade files 
at 60 per cent from lists. 


GALVANIZED WARE.—Demand is 
good in some lines, with stocks ready 
for spring business. Prices show no 


changes. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Standard No. 1 
galvanized tubs at $7.25; No. 2, $8.00; 
No. 3, $9.25; heavy duty, No. 1, 
$12.60: No, 3, $13.50; mo. .3, $18: 
Standard 10-qt. pails, $2.55; 12-qt., 
2.90; 14-qt., $3.25; stock pails, 16- 


qt., $5, and 18-qt., $5.50 per doz, net. 
are 
steadily improving, with stocks being 
filled to supply the trade. Prices are 
firm as last quoted. 
We quote from 
f.o.b. Twin Cities: Minnesota prices, 
single strength glass, 87 per cent, 
double strength, 88 per cent, and 
strictly pure putty in 50 Ib, drums at 
$4.85 cwt., net. 


HAMMERS AND HATCHETS.—Small 
tools are moving somewhat better, with 
the improvement in building. Stocks 
in dealers’ hands are ready for the 
spring trade. Prices have not changed. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Maydole, No. 11% 
nail hammers, $12.60; Plumb No. FH- 
81, $12. Riverside, No. 611%, $12; 
Plumb Broad, No. 2 hatchet, $16.40: 

No. 2 shingling, $12.50; No, 2 claw, 
$13.75 per doz. net, 


HOSE.—Retail trade is beginning to 
show, with principal sales so far to 
contractors. Stocks are in readiness 
for the demand, with prices holding 
firm. 


jobbers’ stocks, 


| 
| 
| 
| 


gasoline lamps and lanterns. 





We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Bull Dog, % in., 
7-ply, 13%c. ft.; Competition, %& in., 


3-ply, Tec. ft.; Good Luck, % in., 6- 
ply, 10c. ft.; Electric double braid, 
, in., 50-ft. lengths coupled, 14%c. 


ft., net. 
ICE CREAM FREEZERS.—Sales are 
still light, with prices steady. 


We quote from _ jobbers’ stocks, 
f.o.b. Twin Cities: White Mountain 
4-qt. freezers at $4.13 and 8-qt., at 


$6.75 each, net. 
LAMPS AND LANTERNS.—Demand 
is fair, with stocks ready for camping 
and tourist business in the pressure 
Prices 
show no changes. 


We from 
f.o.b. Twin Cities: Long or short 
globe tubular lanterns, No. 2, $13 
doz.; No. L327 Coleman lanterns, 
$5.25; No. L427, $6; No. C329 lamps, 
$6.25; No. C318, $7; No. C317, $7.40 
each net. 

LAWN MOWERS.—The 
proaches for retail sales, 
stores are showing lines now. 
are unchanged. 


quote 


quote jobbers’ stocks, 


time ap- 
and some 
Prices 


jobbers’ stocks, 

» Twin Cities: Philadelphia 
Styles A and C, 45 per cent; Style 
K, 40 per cent, Riverside ball-bear- 
ing, 114 in., $7.90; 16-in., $8.15, and 
18-in., $8.45 each, net. 

MILK CANS.—Call is fair, with stocks 

well filled. - 

We 
f.o.b. 
milk 
$3.20; 
net. 

NAILS.—Demand is steadily improv- 

ing with progress in building. Stocks 

are being filled up by dealers, to meet 
the call. Prices have not changed. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Standard wire 
nails at $3.15 per keg, base and 
cement coated wire nails in 100-Ib. 
kegs at $3.15 per keg, base. 

OIL HEATERS.—Oil heaters are sell- 

ing well, at this “in-between” season, 

when furnace fires are allowed to run 


low. Stocks are well filled, with prices 


from 


jobbers’ stocks, 
Railroad 5 gallon 
wide neck, S&-gal., 
10-gal., $3.30 each, 


quote from 
Twin Cities: 
cans, $2.65: 
wide neck, 


firm. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Nesco Perfect 
oil heaters, No. 12, $5.50; No. 15, 
$7.00; No. 016, $8.25; No. 0190, 


$10.50: No. 151, $7.50; No. 0161, $8.75; 
No. 0191, $11.00; No. 505 Giant, $11.25; 
No. 605, $12.75 each, with discount in 
quantities less than ten, 30 per cent; 
ten or more, 30-5 per cent. 


PAINTS AND WHITE LEAD.—Out- 
side finishes are still moving slowly in 
a retail way. Dealers’ stocks are ready 
for the call, but interior finishes are 
still the best sellers. Prices show no 
changes. 


“We quote from jobbers’ stocks, 
f.o.b. Twin Cities: First grade house 
paint at $2.80 per gal. in 1 gal. cans, 
and white lead in 100 Ib. containers 
at .$12.64 cwt., net. 


PUMPS.—Sales show some improve- 
mént* with the spring season. Dealers 
are ordering slowly, gaging their 
needs by the demand. Prices show no 
changes. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Deming, No. 440, 


Reading matter continued on page 92 
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Vehicles 


Scooters 
Velocipedes 
Automobiles 
Coaster Wagons 
Express Wagons 
Tot Bikes 

Hand Cars 

Toy Auto Trucks 
Race Cycles 
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(ass who closely watch the trend of events in the Child- 
ren’s Vehicle business are amazed at the number of 
jobbers and dealers who are turning to the Blue Streak 
Line. The reasons for this can be simply and quickly stated. 
First. Those attending the New York Toy Fair, who 
know, said that the Blue Streak Line clearly led the field in 
design, construction, originality and general appearance. 


Second. The comment on the service rendered by The 
Toledo Metal Wheel Company was most favorable. 

Third. Buyers frankly complimented our representatives 
on the satisfactory and pleasant manner in which their busi- 
ness was handled. 

Fourth. Our above-board policy—our known unvarying 
practice of selling only through legitimate channels is resulting 
in increasing confidence in our methods of doing business. 

Fifth. Blue Streak Vehicles are known to be up-to-the- 
minute and to offer the last word in attractive, saleable mer- 


chandise, promptly delivered when wanted. 
Our new 1927 catalog, illustrating and descri ain 
the complete line is now ready. Ask for a copy a 


get in touch with the nearest jobber handling the 
Blue Streak Line 


he TOLEDO METALWHEEL C0. Yoledo,O 


Distinctive Children’s Vehicles Since 1887 
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plain spout windmill force pumps, 
H-in. stroke, $6.85; adjustable stroke, 
$7.50: No. 495 underground discharge 
windmill force, adjustable’ stroke, 
$14.35: No. 415, $14.65; No. 103, hand 
lift, 6-in. stroke, $14.25; No. 182 hand 
lift, 6-in. stroke, 6-ft., set length, 
$5.25 each, net. 


REGISTERS.—tTrade is slightly better 
in this line, with the opening of the 
building season. Stocks are well filled, 
with prices steady. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Cast iron regis- 
ters, 20 per cent, and wrought steel 


registers, 40 per cent from lists. 





ROPE.—Sales are steady, with stocks 
well filled. Prices have not changed. 
We quote from jobbers’ stocks, 


f.o.b. Twin Cities: Best grade manila 

rope at 25c. Ib., base, and best grade 

sisal rope at 18c. Ib., base. 
SANDPAPER.—Sales show some im- 
provement, with stocks well filled. 
Prices are here quoted on a slightly 
different basis than previously. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Best grade No. 1 
sandpaper, 85c. per box of 100 sheets; 
second grade, No. 1, 77c. per box of 
100 sheets, and garnet paper, No. 1, 
$16.75 per ream, net. 


SCREEN DOORS AND WINDOWS.— 
Dealers are ready for the trade which 
is expected to begin within a _ short 
time. Prices are unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Common 2-8 x 6-8 
sereen doors, $1.58; and fancy 2-8 x 
6-8 screen doors, $1.97 each; Sher- 
wood adjustable 24-in. window 


J. D. Warren Mfg. Co. Issues 


Book on Store Arrangement 


J. D. Warren Mfg. Co., Chicago, IIL, 
designers and manufacturers of store fix- 
tures, have recently issued The Warren 
Blue Book, containing suggestions for 
floor plans, store fronts and show win- 
dows, emphasizing better store arrange- 
ment as a fundamental of successful mer- 
chandising. 


Issue New 


Ferdinand and Co. 


Booklet 
L. W. Ferdinand & Co., 152 Kneeland 
St., Boston, Mass., have issued booklet 


No. 27 on Marine Glues. It is entitled 
“What to Use” and “How to Use It.” 
The booklet has been carefully designed 
both in text and illustrations so as to 
make it as comprehensive as possible. A 
copy will be mailed on request. 


Craftsman Tool Catalog 


The Craftsman Tool Co., Champaign, 
Ill., has issued its new catalog No. 100 
entitled “Craftsman Tools.” It contains 
a description of its hammers, hatchets, 
boys’ camp axes, wrenches, pliers, and 
pitching shoes. ; 

The company also announces that its 
Leader Brand Hatchets are now being 
ground all over instead of merely on the 
side as formerly. It is now furnish- 
ing its Craftsman Hatchets and Crafts- 
man Hammers with half polished blade. 
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screens, $6.20: and Wabash extension 
24-in. screens, $5.00 per doz., net. 


SCREWS.—Sales are steady, showing 
perhaps a slight increase with stocks 
well filled. Prices are unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Flat head bright 
wood screws at 80-20 per cent; flat 
head, japanned, 72%-10 per cent; 
round head blued, 77%-10 per cent; 
flat head, brass, 77%-10 per cent: 
round head, brass, 75-10 per cent 


from lists. 
SCYTHE SNATHS.—Dealers are be- 
ginning to stock up in this line. Prices 
have not changed. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Scythe snaths, 
$13.20 doz, net. 

SOLDER.—Demand is_ steady, with 
stocks well filled. Prices are un- 
changed. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Warranted half 


and half solder at 44c. Ib., and strict- 
ly half and half solder at 43c. Ib., 
net, in 100-lb. lots. 


STEEL SHEETS.—Call for sheets is 
slightly improved, with the opening of 
the building season. Stocks are well 
filled, and prices firm. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Galvanized steel 
sheets at $5.15 cwt., base (24 ga.) 
and black steel sheets, $4.30 cwt., 
base (24 ga.) 


WHEELBARROW S.—Demand is | 


steadily growing for wheelbarrows, 
both for contractors and for home- 
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owners. Stocks are ready for the 
spring sales, with prices steady. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Queen “B,” fully 
bolted barrel type tray wheelbar- 
rows, $40.00; Meteor, fully bolted, 
$36.50 doz.; No. 2T tubular, $7.33; 


No. 1 garden, $4.00 and No. 1G Ameri- 
can Garden, $6.25 each, net. 


WIRE.—Fence wire is moving out 
fairly well, with stocks ready for the 
spring sales. Bad roads are delaying 


the retail sales to some extent. Prices 
have not changed. 
We quote from jobbers’ stocks, 


f.o.b. Twin Cities: Painted cattle wire 
at $2.93 per 80-rod spool; painted hog 
Wire at $3.13 per 80-rod spool; gal- 
vanized cattle wire at $3.13 per 80- 
rod spool; galvanized hog wire at 
$3.34 per 80-rod spool; smooth black 
wire, No. 9, $3.15 cwt., and galvanized 
smooth wire at $3.60 cwt., net. 


WIRE CLOTH.—The homeowner and 
the contractor are beginning to buy for 
spring needs. Stocks are ready for the 
call, with prices firm. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Black painted wire 
cloth, 12 x 12 mesh, $1.70 and alumi- 
num, 12 x 12 mesh, $2.10 per 100 ft., 
net, base. 


WRENCHES.—Sales 
stocks well filled. 


are fair, with 
Prices show no 


changes. 
We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Agricultural 


wrenches, 60-10 per cent; key model 
wrenches, 45 per cent; engineers’ 
wrenches, 50-10 per cent, and Trimo 
pipe wrenches, 65 per cent from list. 





Meyers Issue Catalog 


The Fred J. Meyers Mfg. Co., of Ham- 
ilton, Ohio, have issued their sixty-ninth 
catalog. It is well illustrated with a great 
number of clear drawings and descriptive 
matter. The Fred J. Meyers Mfg. Co. 
are makers of grilles, window guards and 
all kinds of wire, iron and bronze work. 


Bommer Catalog No. 50 


The Bommer Spring Hinge Co., 251- 
271 Classon Avenue, Brooklyn, N. Y., 
is issuing its new catalog No. 50. It 
shows a complete line of spring hinges and 
also fittings for toilet stalls and doors. 
This catalog should be of interest to all 
those dealing in builders’ hardware. 


Donley Issues Catalog of 
Fireplaces 


Donley Brothers Co., 13900 Miles Ave- 
nue, Cleveland, Ohio, have issued their 
fifth edition of the booklet entitled “Don- 
ley Book of Successful Fireplaces.” It is 
well printed and copiously illustrated with 
numerous examples of artistic fireplaces. 
There is also a series of cartoons under 
the caption: ‘“‘How Not To Build A Fire- 
place.” 


New Bolen Tractor Catalog 


The Gibson Manufacturing Co., Port 
Washington, Wis., has issued their new 
Bolens Tractor Catalog No. DJ2. It 
contains illustrated descriptions of their 
line of tractors, their equipment for seed- 
ing, plowing, cultivating, and also a num- 
ber of letters indorsing their products. 


Reading matter continued on page 94 





Fireplace Gas Heater 


A fireplace type gas heater, called the 
Flamingo, is the newest product now be- 
ing marketed by the Jackes-Evans Manu- 
facturing Co., St. Louis, Mo. The gas 
heater has an attractive design and sub- 
stantial body construction, combining the 
last mentioned features with what is 
claimed to be a new low price level for 
gas heaters. 


The heater is furnished in two types 
with all cast parts in Statuary Bronze 
or Antique Brass. On both there are har- 
monizing Art-Chrome crystalline body and 
base panels. The construction includes a 


special valve to admit either natural or 
artificial gas. 
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PEERLESS LEVELS 























PEERLESS LE 
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PEERLESS 


PAT. DEC. 3, 1918 
AUG. 22,1922 


STERLING. ILL: 






TALK FACTS 
and MAKE SALES 


In selling PEERLESS Masons’ 
Levels, feature the improvements 
which contribute to ACCURATE 
time-saving work. 








The Mason requires a level that is 
easy to read. He also wants the 
Level Vials protected against dust 
and breakage, yet easily replaceable 
should an accident occur. He likes 
Seasoned Wood thoroughly water- 
proofed, which makes the levels ser- 
viceable. 


All these and other features are com- 
bined in PEERLESS Levels. That’s 
why they SELL and give lasting sat- 
isfaction. 


The Complete Line of Masons’, 
Brick Layers’, and Carpenters’ 
Levels is shown in our New Catalog. 





Send for a copy. 











The Peerless Level @ Tool Co. 
Sterling, Illinois 


WIEBUSCH @ HILGER, Ltd. 
EXCLUSIVE SALES REPRESENTATIVES 
106 to 110 Lafayette Street 
NEW YORK CITY 
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“Maude says her husband disgraced her 


“IT shall die,” throbbed the suitor, “un- | “Charley, Charley,” whispered my wife, 


| 
less you consent to marry me.” poking me in the ribs. “Wake up, Charley ; | on their honeymoon.” 
. a . ‘a . ° ° | 6s >) 
“I’m sorry,” said the maiden kindly but | there are burglars in the pantry, and | How ?” 
firmly, “but I will not marry you.” they're eating all my pies.” _ “On the steamer she wanted the other 


“Well, what do we care,” said I, “‘so | passengers to think an ocean trip was an 


So the fellow went out west, and after 
old story to them, but almost as soon as 


sixty-two years, three months and a day | long as they don’t die in the house ?”— 





became suddenly ill and died. |The Laugh Book. | they went on board he pointed to a row 
_of lifebuoys and asked the captain what 
eae aerate sans _was the idea of all the extra tires.” 
Sara—“Did he kiss you against your | When Adam in bliss | 
will ?” | Asked Eve for a kiss. A priest offered twenty-five cents to the 
Toga—‘He thinks he did.” | She puckered her lips, with a coo; boy who could tell him who was the 


greatest man in history. 
“Christopher Columbus,’ 
Italian boy. 


With looks quite ecstatic, 
She answered emphatic: 
“IT don’t care, 4dam, if 1 do’ 


’ 


answered the 


‘isiting - —_ Vv is 1 Sz I ’ “— 4 i ’ 

Visiting Doctor—“Hov As it, Sambo | George Washington,” answered the 

that you and your large tamily keep so ; ee nae | American lad 

healthy ¢ mallee Lae 4 _ _. | “St. Patrick,” shouted the Jewish boy. 
Sambo—“Well, suh, Ah tell you: we ve First Small Boy—“I'd like to see a fish | “The quarter is yours,” said the priest 

done bought one of dose sanitary drinkin cry.” ‘hut why did you say St Patrick 2” 

cups, an we all drink outen it. Second Little Dumb-bell—‘Fish don't | “Right down in my heart | know it was 

cry. _ Moses,” said the Jewish boy, “but  busi- 


First Ditto—“They do, too! Papa said | ness is business.” 
: ee ail he saw some whales’ blubber.”’ iain, 
Card in Florida paper— ‘Thursday [| lost 
a gold watch which I valued very highly. ee 
Immediately I inserted an ad in your lost- 


A Missouri Newspaper Remarks—‘“Lot’s 
wife had nothing much on Mrs. Dave 
Kirk. The former looked back and turned 


and-found columns and waited. Yesterday Sophman—*“How’'d ya get the hole in 
| went home and found the watch in the | the top of your car?” into a pillar of salt; Mrs. Dave looked 
pocket of another suit. God bless your Freshmore—‘Aw, I was parked under | back and turned into a telephone pole. 





a tree and a limb stuck through it.” | _ 
Lady—“Could I see the captain?” 

First Mate—“He’s forward, Miss.” 
Lady Passenger—“I’m not afraid. I’ve 
_ been out with college boys.” 


paper.” 


‘39—"What’s a burlesque, daddy ’” 

‘'16—“A take-off, son.” 

'39—“Take off what, daddy?” 

'16—“Son, hadn’t you better read your 
geography again?” | 


We nominate as the world’s outstanding 
weakling the chap who can't‘ take his 
malted milk without a chaser. 

“T read in the magazines that a motion 
picture actress ran an automobile over a 
| 60-foot cliff into the sea. They don’t do 


North—“Don't you agree that speed is i ne 300 
” _ the curse of America?” | aes really, do they: 
“There are just two things that break up | West—“No, I can't say I do. I'm an | Oh, dear, no. That scene was faked. 


most of the happy homes nowadays.” installment collector '” They simply raised the ocean to the top 
of the cliff, ran the auto into it, and let 


“What are they?” 
“Woman's love for dry goods and man’s ———— it settle gently down again.” 


love for wet goods.” 


Lots of things are awfully high, but 
| don’t believe anything has gone up like 
the dime novel, some of which sell for $3. 


An old man heard of a famous surgeon 
who could restore youth by performing a 
gland operation. 

Going to the physician, the old man 


“Charlie Chaplin,” said the teacher, 
“stay after school and write a composi- 





tion of fifty words.” | 7 —— - 
He handed in the following and was | It is reported that Farry Lauder, not | “Could you make me seventeen years 
to be outdone by William Wrigley, Jr., has | ojq>” 


soon on his way to the swimming hole: 


’ 


_ offered a purse of $50,000 to the first per- 


“Certainly I can,” the surgeon respond- 


“Jessie was fond of kittens. She saw | * sly agg = ten diag 
one on the road and called: ‘Here, pussy, | 50? who swims the Atlantic Ocean. ' ed, and the operation was performed. 
pussy, pussy, pussy, pussy, pussy, pussy, | jan Several months later the doctor sent a 
pussy, pussy, pussy, pussy, pussy, pussy, | bill. 

- - a | . ° ° sear . . ” . 
pussy, pussy, pussy, pussy, pussy, pussy, | The first sandwich was said to have been Nothing doing,’ the patient responded. 


made in the seventeenth century. Replicas | “I am under age and you cannot sue me, 
of the original are exhibited in glass cases | and if you say I am not under age, ['ll 
sue you for fraud.” 


pussy, pussy, pussy, pussy, pussy, pussy, | 
pussy, pussy, pussy, pussy, pussy, pussy, | 
pussy.” ""—The Laugh Book. ' at all railway stations. 
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Friendly Criticism of Saunders Norvell 


(Continued from page 59) 


will see that they are all either made directly by England 
or with her consent and benediction. 

The latest developments of most acute situations in 
regard to Albania and Bessarabia are a direct result be- 
tween those two sterling champions of democracy, Mus- 
solini and Chamberlain. The first gets a free hand in 
the Balkans and some African colonies for his support 
to the latter’s anti-Russian alliance. 

On the face of this situation the general hue and cry 
in the press reflected in your article that Turria is in- 
stigating Asiatics, Mexicans, British labor, and every- 
body else against the civilized nations reminds one of that 
clever thief’s yelling “Stop Thief,” to distract attention 
from himself. 

But where do the Chinese get their modern ammuni- 
tion and modern uniforms? 

Business knows no country. English, German, Japanese 
and French ammunition speculators are vying with one 
another for orders from the various Chinese factions, 
including the Cantonese: Besides, the steady and numer- 
ous victories of the southerner put in their hands large 
supplies of war material of their defeated adversaries. 

In his reminiscences of the recent Riff uprising in 
Africa, the former leader of that uprising, Abd-El-Krim, 
a prisoner of the French, states that he had unlimited 
supplies and money from many countries of western 
Europe (not Russia) and particularly from England. 

Russia’s only crime is her existence, since her example 
of successfully defying and defeating sinister designs of 
foreign imperialists is a source of inspiration to all op- 
pressed peoples and a constant danger to the tottering 
British Empire which is built on the domination of India, 
China, Egypt, Arabia, South Africa, etc. 

The Russian government and people are as one for 
peace and undisturbed reconstruction of their country. 
They are willing to pay a high price for peace short of 
permitting imperialistic nations to meddle into their in- 
ternal affairs. 

Their minds are set on large and ambitious plans of 
large construction of new factories, railroads, hydro- 
electric stations, etc. The famous world known American 
hydroelectric expert, Mr. Hugh L. Cooper, builder of 
Muscle Shoals for the United States government, has just 
been engaged by the Soviet government as consulting 
engineer for the tremendous hydroelectric construction at 
the Dnieper River, the “Duieprostoir,” which will supply 
cheap electric power to the rich coal and metallurgical 
region of South Russia. A new railroad of paramount 
econcemic importance is to be built connecting the 
grain belt of Siberia with the cotton-growing Turkestan. 
For a more detailed account of the achievements of the 
present-day Russia in every field of human endeavor, I 
would refer you to the very rich material gathered by 
the New York Journal of Commerce last summer in two 
special editions of that paper. 

As I write these lines, I notice in the New York Times 
on March 21 a report of the address of Senator Borah, 
chairman of the Senate Foreign Relations Committee, de- 
livered at New Haven under the auspices of the New 
Haven Trades Council. The address of this one true 
American statesman is so remarkable and covers the sub- 
ject of this letter so well, that I cannot refrain from 
concluding my letter by a few extracts from this address. 

Regarding China: “It is too often true that whenever 
a people may be found seeking to throw off foreign 
domination, to establish their own government and protect 
their own interests, some strong government discovers a 
Bolshevistic conspiracy and thereupon a benevolent desire 
with the army and navy ‘to assist weaker nations to main- 
tain free government.’ 

“For nearly a hundred years China has been cursed 
with signally unfair treaties. Sixteen years ago a revolu- 
tion took place . . . . until now an entire nation seems, 
whatever their differences may be about other things, de- 


termined to be rid of foreign domination. Immediatels 

the cry was raised that there was a Bolshevistic con- 

spiracy, that Russia was at work stirring up war in 

China. It mattered little that the Nationalistic movement 

long preceded the appearance of the Russia _ revolution. 

I venture the opinion that had there never been a Russian 

revolution, the program in China would not have been 

materially different from what it has been and now is.” 

Regarding Mexico: “For weeks and months the prop- 
aganda has been put out that Mexico and Central America 
have come under the domination of Communistic teach- 
ings and that this is the cause of trouble in that part of 
the world. I venture to assert that the Third Interna- 
tional, that Russia, has not one thing to do with Mexico 
or with Mexican politics. . . . The first step toward 
justice is to stop making false and unfair statements 
about MEXICO.” 

Evidently the mass of compiled “documentary” evidence 
of Russia’s plots gathered in the office of the Secretary 
of State at Washington had failed to convince Senator 
Borah, who certainly has full access to these “documents.” 

Senator Borah has a healthy sense of smell and there 
is something fishy in these documents. One is reminded 
of the famous Finovier letter, a shameful incident in 
British domestic politics and the now almost forgotten 
“Sisson Documents.” 

The choice indeed is between the policy of Great 
Britain’s Tory government, supported by the doddering 
old man of the department of state, and the new spirit 
of the masses all over the world for freedom and _ inde- 
penderce which find understanding and sympathy in the 
chairman of our Senate Foreign Relations Committee. 

Juttus Btock. 
* 

The following letter is not political but is rather re- 
ligious and emotional. However, one is pleased and im- 
pressed with its obvious sincerity. As the letter comes 
to me anonymously, | take the liberty of publishing it 
necessarily without the consent of the writer! If it 
had been signed, I would not have taken this liberty, 
because it is somewhat personal! 

Nevertheless, I wish to tell this young lady that I take 
no offense whatever at her criticisms. I write for a 
varied audience in the hardware trade. In fact, I find 
my articles drift out of the hardware trade to many 
classes of people. Sucli letters as her’s give me a new 
angle on how my articles are received and the impres- 
sions they are making. 

ae 

I am sorry that this young lady, did not have time to 
thoroughly digest ‘““The Story of Philosophy.” If she 
will send me her name and address, I will take pleasure 
in mailing her an autographed copy. I myself am read- 
ing some of the chapters a second time and I find much 
more to inwardly digest and think about in this second 
reading than [ did in the first, including her subject of 


religion. 
* * 


With this introduction, allow me to give you the 
pleasure of reading the very able letter of this keen 
minded, sincere young stenographer : 

. et * 
April 9, 1927. 

DEAR Sir: 

I am writing because I have been seeing your articles 

in HARDWARE AGE. I am a stenographer, a humble 

stenographer, and I realize you are not writing with the 

idea of appealing to stenographers. But it may not be 
amiss to let you know that at least one stenographer 
reads what you write, sometimes. I work for a man who 
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Why coddle trucks? | 


Why should your truck customers waste 
time—and money—nursing along a flock of 
colicky trucks? 


What good is a truck that is on the sick 
| list when it’s needed? 

Anchor Trucks feel bully morning, noon 
| and night. Made of steel throughout. Have 
no wood to splinter or break. Only a few 
parts—practically nothing to get out of 
order. | 
Made in a wide variety of types and sizes. : 
Ask your jobber for complete information 
or write to us for Catalog 102. 
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is a subscriber to HARDWARE AGE, and he admires you 
very much. In fact, so much so that I have felt like | 
was doing a very fine thing to read what you wrote, 
just taking his “say so” for it that it would be good 
reading. I do a little general reading, not as much as 
[’d enjoy, because I have to work hard for my living 
and I don’t have time, but when you referred to Dr. 
Durant’s “Story of Philosophy” I knew what it was about 
because [ read it several months ago. That is, I did not 
spend $5 like you say you did to get it—it only cost me 
25 cents a week from a circulating library. In fact, I did 
not read it slowly and carefully and think it over and 
digest it as well as you recommend doing, but I got a 
lot of good out of it before I’d used up the amount of 
book rent my budget allows for books. 

I also have read John Erskine’s book about Helen of 
Troy. It is horrible to my mind that any man would 
want to write a book like that. Yes, Columbia University, 
with its John Erskine and its President Butler, who can 
“skate right up to the edge of thin ice,” as you say, is 
being heard from. But what a hideous sound! Unless, 
of course, that that is your taste in sounds, which is 
conceivable. Quite a few people do like the wetness, etc., 
of President Butler, and I believe you do yourself, judg- 
ing from your references to prohibition, etc., in the other 
articles you wrote and then the tone of your “Philosophy” 
article is in general praise of Columbia. “They do not 
take the past as seriously as some of our conventional 
friends.” No, they do not. They most certainly do not. 

Now, there is a certain book which I recommend to 
you to commune with in the night watches when you 
find time to do your most thoughtful reading. It is the 
book of which the author says, “Heaven and earth shall 
pass away, but my word shall not pass away.” Whatever 
the future of Columbia University may be, we know the 
future of that word, it shall not pass away. 

Now religion and philosophy are related, as you know. 
I cannot help but wonder if your next article will be 
on “Religion.” I hope it will be. I should be interested 
in learning what you have to say on the subject. You 
see, you are a man of influence, and just as what you write 
affects the man I work for, it is affecting many other 
men (and perhaps a few stenographers.) You are a 
leader and I am just wondering which way you prefer 
to lead. To be perfectly frank with you, Mr. Norvell, 
I am afraid your writings are not entirely for the help 
you can give to these poor hardware fellows who struggle 
along after your leadership. I don’t think you mean 
them any harm, oh, no, but I think your emphasis, like 
that of Dr. Butler, is on the material, not the spiritual. 
Now, there certainly is a spiritual world as well as a 
material world, and the material is transitory and the 
spiritual ‘is everlasting. Are you building: for eternity? 
Or are you a child of this world? You state that you 
are a Presbyterian. Excuse me, you said “having been 
raised a Presbyterian,” and that could be different. 

Before you write on “Religion” you must make a study 
of your own and all the other denominations of Chris- 
tianity (church history, hymnology, theology, etc.) You 
should then take up the other leading religions, such as 
Mohammedanism, Buddhism, etc., and this would bring 
you to a study of what the schools call “Comparative 
Religion.” 

I guess by now that you suspect I am a minister’s 
daughter. I am not. He was a railroad freight agent. 
However, I have been thrown with religious people and 
I made up my mind that religion was important when 
I grew up. Then I went through a veritable cataclysm 
of doubt, from the time I was 23 years old on for sev- 
eral years. You see, I am not a young stenographer. 
I am now over thirty. My faith has survived, however, 
and my conviction is that “Man’s chief end is to glorify 
God and enjoy him forever.” That’s a quotation from 
memory and if I’m not mistaken it comes from the Pres- 
byterian catechism. I, myself, am a member of the 
Methodist denomination. I have been somewhat asso- 
ciated with Presbyterians, Baptists, Episcopalians, Roman 
Catholics and Christian Scientists. I know religious 
leaders and their good and bad points. And I also know 
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the crowd outside the churches. We're all in the world | 
together to work out our own salvation with “fear and | 
trembling.” And you state that “There is something ~ | 
wrong somewhere” and “the only hope for mankind is 
through education.” 

I used to think at one time that education was the hope 
of mankind, but I have changed my mind. The trouble 
is that you cannot educate fools. Now with religion it is 
different. The Bible says the way is so plain to salvation 
that “a wayfaring man, even though he be a fool, cannot 
err therein.” I know you say education should hammer 
unselfishness and horse sense into mankind. But can it? 
Unselfishness is a product of a change of heart and lo, 
that brings us around to religion. 

In my opinion, if a few big men, like yourself, for 
instance, were moved of the Holy Spirit into having a 
passion for righteousness and religion you could lead 
such throngs into ways of peace and joy that it would be 
wonderful. That is my idea of what would help the | 
world—instruction and help toward attaining such | 
righteousness as is possible in this world. Maybe you | 
included this thought in your idea of education. I'll give 
you credit for lots of goodness. However, | have been 
so rigidly trained that drinking leads people away from 
righteousness, that the minute I read your references to 
liquor (which references are found in all your articles, 
this time the reference was to a “Gordon label’), I can 
see the horns sprouting up. I’m being perfectly frank 
with you. Please don’t think it is msanity that prompts | 
this letter. I have never before written to the writer of | 
any articles, always having been very quiet about what | 
I think of things (nearly always, that is), and I can 
hardly explain what impulse is leading me to write you. 
I think down in my heart that it is a feeling that you are 
searching, searching for something which you haven't 
found. I was searching for such a long while myself, 
my own little humble self, that I know the feeling. Any- 
way, the “old time religion” is all that I have found 
which gives peace and satisfaction. If you are looking 
for “kicks,” try it. 

I commend myself to your mercy. I realize I have 
written to a big man and I tremble that you might bite 
me. Please don’t! My, I’d like to make this anonymous, 
but I don’t dare. Yes, I think I will, for the sake of 
the man for whom I work. I told him I was going to 
write to you and he said, “Don’t mention me in it. That 
fellow is a big man and he might do something to me.” 
I'll close this by quoting the colored mammy : 

“You can talk about me all you please. I'll talk about 
you down on my knees.” 





* * 


But now let us write about something serious! The 
contractor has finished my new pier. I tremble when | 
think of what his bill is going to be and then, just stop 
and think, the next thing is the painting job. Now, here 
comes a letter with a real kick in it: 





212 Gay STREET, KNOXVILLE, TENN. 


DEAR Mr. NORVELL: 

For many years I have been reading what you had to 
say when I got an opportunity. Have particularly enjoyed 
your letters in the HARDWARE AGE. 

But I know now that I never really appreciated your 
writings until I read your letter in the March 3 issue, 
where you described the storm in such a graphic way. 
After reading this, I came to realize that as a writer, 
you had no pier. 





Sincerely, etc. 
__ C. C. Cruze, 
Wright-Cruze Hardware Co., 
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STIMULATING 
KESTER 
SOLDER SALES 


Kester Metal Mender and Kester 
Radio Solder—forerunners of the 
Kester line—are supported by the 
greatest consistent advertising cam- 
paign ever run on solder. 

Kester Metal Mender, the small 
package of acid-core solder, finds its 
way through the home into the hands 
of the larger users, thus stimulat- 
ing the sales of the larger spools. 

The driving force behind Kester 
Metal Mender consists of : 

The Country Gentleman 
Farm and Fireside 
Farm Life 

Rural New Yorker 
Progressive Farmer 
Farm Stock and Home 
Oklahoma Farm Stockmen 
Farm and Ranch 
Capper’s Weekly 
Popular Mechanics 
Popular Science 
Science and Invention 

Kester Radio Solder, the entering 
wedge for sales of large spools of 
rosin-core, is supported by the fol- 
following group: 

Radio Radio Broadcast 
Popular Radio 

Radio Engineering 
Citizens Radio Call Book 
Radio Listeners Guide 

Naturally it behooves progressive 
jobbers and dealers to carry the full 
line of Kester solder to cash in most 
profitably on this tremendous sup- 

port put behind Kester. 
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The contractor may not be interested in literature, but 


Later: The bill for the new pier has been received. CHICAGO SOLDER COMPANY 


I hope when he receives my check that he will be sat- 
ished with the signature of a prerless writer! I could not 
resist the temptation to drop him a few lines with the | 
check, reminding him that “It is an ill wind that bloweth | 


1"? 


4205 Wrightwood Avenue 


Originators and world’s largest manufacturers 
of Self-Fluxing Solder 


YOUR JOBBER CAN SUPPLY YOU 


Chicago, U.S. A. 





no man good! 
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N your territory, scores, perhaps hundreds, 

of hands are lifting and carrying water pails 
that should be turning water faucets! YOU 
can do one of two things — make no profit out 
of this situation by not attempting to convert 
“pail carriers” into “faucet turners” or make 
steadily increasing profits by selling Deming 
“Marvel” Electric Water Systems. 


The Deming “Marvel” is a moderate priced, 
automatic water system especially adaptable 
for home water supply. It is self-priming, self- 
starting, self-stopping, and automatically lubri- 
cated. In many instances it is “self-selling” as 


its numerous advantages 
are at once apparent to even 
the most inexperienced 


prospect. 


Send for complete infor- 
mation about the Deming 
“Marvel” and other “self- 
selling’ Deming Pumps 
and Water Systems. 


THE DEMING COMPANY 
SALEM, OHIO 


Est. 1880 


a> 


YD 


Deming Power 
Pumps Include 


Triplex Power Pumps 


Centrifugal and 
Rotary Pumps 
Deep Well Working 

eads 


Hydro-Pneumatic 
Water Systems 





Horizontal Double- 
Acting Power Pumps 











There is a Dem- 
ing Distributorin 
your territory 
capableand ready 
to render you the 
cooperation that 
converts pros- 
pects into cus- 
tomers and 
KEEPS THEM 
CUSTOMERS. 











Deming Hand 
Pumps Include 
Pitcher Spout and 
Cistern Lift Pumps 


Set Length Lift and 
Force Pumps 


Well and Windmill 
Pump Standards 


Spray Pumps for all 
purposes 
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Window Trimmers Can Set Example 


. (Continued from page 71) 


|stood generally, would indicate the proper method of 
displaying the Flag. 


The matter becomes a very simple 
one if it is kept in mind that the National Flag repre- 
sents the living country and is itself considered a living 
thing. The Union of the Flag is the honor point; the 
right arm is the sword arm, and therefore the point of 


danger and hence the place of honor. 


“The Flag should be displayed only from sunrise to 


sunset, or between such hours as may be designated by 
| proper authority. 


It should be displayed on National 
or State holidays, and historic and special occasions. 


~The Flag should always be hoisted briskly and lowered 
slowly and ceremoniously.” 


Referring to the sketches No. 1 and 2: When the 
Flag is displayed in a manner other than by being flown 


‘from a staff, it should be displayed flat, whether indoors 
or out. 


Which Will It Be? 


-way, with the union or blue field to the left of the 


When displayed either horizontally or vertically 
against a wall, the union should be uppermost and to the 
lag’s own right, i. e., to the observer’s left. When 
displayed in a window it should be displayed in the same 


observer in the street. 

Nos. 3 and 4: When displayed with another flag 
against a wall from cross staffs, the Flag of the United 
States of America should be om the right, the Flag’s 
own right, and its staff should be in front of the staff 
of the other flag. When a number of flags of States or 
cities, or pennants of societies are grouped and displayed 


‘from staffs with the Flag of the United States of 
_America, the latter should be at the center or at the 
highest point of the group. 


No. 5: When the Flag is displayed from a staff pro- 


_jecting horizontally or at an angle from the window sill, 
balcony or front of building, the union of the Flag 
should go clear to the peak of the staff unless the Flag 
‘is at half staff. 
sidewalk, as in Figure 9, the Flag should be hoisted out 
'trom the building union first. 


When the Flag is suspended over a 


No. 6: When used on a speakers platform, the Flag, 


if displayed flat, should be displayed above and behind 
the speaker. 
position of honor, at the speaker’s right. Jt should 


If flown from a staff it should be in the 


never be used to cover the speaker's desk, or to drape 


over the platform. 


No. 7: When the Flag is to be flown at half staff it 
should be hoisted to the peak for an instant and then 
lowered to the half staff position: but before lowering 


the lag for the day it is raised again to the peak. 


On Memorial Day, May 30, the Flag is displaved at 


half staff from sunrise until noon and at full staff from 


noon until sunset. 
The Flag should never be used as pictured in sketch 


No. 8, but bunting as shown directly above should be 
used. 





Snares 


It aint the trees that block the trail, 
It ain't the ash or pine; 
For if you fall or if you fail, 
It was some pesky vine 
That tripped you up, and threw you down, 
That caught you unawares; 
The big things you can walk around— 
But watch the way for snares. 
—k «xchange. 
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Everybody’s Business 


(Continued from page 60) 





the United States in 200 years. Barring calamity, there will 
not be room on the lands of the earth for people to stand erect 
in a little more than three centuries from now. It reminds one 
of the story of the two golfers who decided to start with a bet 
of one cent on the first hole, and then double the bet on each 
of the remaining seventeen holes. The wager on the eighteenth 
hole was $1,310.72. 

In the short, mad dash that lies before us, we will quickly 
reach and pass the peaks of production in helds now turning 
out many of the articles in most common use. There will be 
early days of reckoning in our supplies of ground oil and 
essential metals, particularly copper. Twenty or 25 years will 
probably see the end of American copper. Assuming that we 
have from 20 to 30 billion barrels of petroleum in the ground, 
and allowing for a 33 per cent recovery, which is double what 
we have been able to get in recent vears on an average, it is 
clear that a decade will bring us near to the end of our present 
practice of getting oil out of ground wells. The job of adjust- 
ing ourselves to a supply of oil from shale rock will not only 
involve an effort that is tedious and trying, but will necessitate 
reorganizing our automotive industries on a basis of foreign 
supplies and a price two or three times as great as that now 
existing. 

So tar as the near future is concerned, we are safe with re- 
spect to lead, silver, tungsten and sulphur, but we are a de- 
pendent nation already when it comes to nickel, tin, asbestos, 
graphite, manganese, potash, platinum and rubber. Our lumber 
resources are disappearing so fast that we will soon be compelled 
to regard the production of wood as we now do ‘the production 
of corn or wheat, the only difference being that lumber will be 
narvested twice-a century instead of every year. 

rom an excess of what we call life’s essentials, we are mov- 
ing rapidly to a time of deficits that will bring revolutionary 
changes in habits and customs. As civilization advances and 
population grows, we will be compelled to look more to the 
ocean and to Arctic areas as sources of food supply. The dis- 
appearance of grazing areas will cause the substitution of rein- 
deer meat for beef. It may also be necessary to use domestic 
animals to turn grass and grain into milk instead of mutton and 
sirloin. 

Materialism will turn us from studies of abstract matters of 
small importance to such vital problems as that of diet, con- 
cerning which there is astounding ignorance. Forty million 
wage earners in the United States lose nearly 10 per cent of 
their time on account of sickness; they pay out fifty millions 
of dollars annually for cathartics: they spend six times as much 
for fire protection as for health protection; and of this great 


army of people in America more than a half-million die each OOYSs that silently 
year between. the ages of 40 and 60 from old-age diseases that 
are entirely preventable and that have their origin in some part fu ty GRIFFIN 
of the digestive tract. A chemist in a laboratory can mix nN 10n) on 
together three of four substances that by themselves are not 
only harmless but extremely useful, and the compound thus HIN are an C 
produced will become a death-dealing force. But after thou- 
sands of years of experience in eating, man knows nothing source of comtort and 
at all about the transformations that take place in good foods 
that turn into poisons when mixed together in the human 
stomach. The famous British physician, Sir William Arbuthnot satis action In ally OME 
Lane, tells us that the increase in cancer which horrities the 
world today is due to self-created poisons, chiefly in the bowels. 

We blame materialism for our ills, whereas it is only through 
the cold reasoning of the materialistic mind that remedies will 
control human actions. [rom now on materialism will become Ro IN 
increasingly supreme and our thoughts and actions will of neces- . 
sity conform to facts properly arranged in the order to their Manufacturing er 
relative importance to public welfare as distinguished from the ~ | 
welfare of one individual or a single class. Materialism will FE Rl E. P N N S Y LVA N IA 
eventually make the church more crowded than the theater. vanch Offices_, 
It will so change educational methods and policies that the init: ane; a 
college professor will again receive a higher rate of compensa- enteaee. ons ©. Randolph 5 
tion than bricklayers and locomotive engineers. Religion and BOSTON, 124 Pearl St. 


be found. We forget that we are a part of nature and that 
nature moves steadily and surely toward detinite ends without 
education blame materialism for consequences that have re- 
(Continued on page 100) 





any regard whatever for the sentimental reasons which so largely 
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Frank E. Wolcott Mfg. Co. Has Fifth Ave. Showroom 


N the world-famous Fifth Avenue Building, 200 Fifth 
Avenue, at Twenty-third Street, New York, to which 
buyers of merchandise come from all parts of the world, 
the Frank E. Wolcott Manufacturing Co., Hartford, 





Conn., manufacturer of Torrid Electrical Appliances, 
has installed a permanent exhibit of their products—in 
a showroom that reproduces many of the conditions 
found in the retail store. 

In this exhibit is shown the full line of Torrid Cook- 
ing, Heating and Hairdressing Electrical Appliances— 
all arranged in a way that will appeal to the man whose 
husiness it is to sell electrical appliances and keep them 
sold. There are two commodious and restful rooms 
where furnishings, floor coverings, fixtures, lights, 
everything is arranged to create an atmosphere of unhur- 
ried quiet, where \Wolcott products may be carefully 
examined “at ease.’ One of the “features” of the first 
room is the model window display—a real show window 
set at the street level, in charge of a display expert, 
changed every month, and more often in special selling 
seasons. It will provide some good window display ideas 
for the dealer and the distributor’s salesman who wants 
to show his dealer how to get the best results. 

In large show cases there are many different Torrid 
Appliances displayed—showing how a large number of 
appliances should be most effectively grouped for inside 
show case or shelf display. Then, too, there’s a “Beauty 





Case’’—a show case containing the full line of Torrid 
Hairdressing and Beauty Appliances arranged in a way 
that will win the favor of the woman shopper. There 
is also home furniture where the “electrical servants” 
can be shown in backgrounds comparable to those that 
exist in the home, and special demonstrating tables 
where appliances can be operated, tested and, if need be, 
taken apart and their construction explained. 

This showroom serves the trade in New York and 
many other parts of the country as well. It is, in effect, a 
showroom for Wolcott distributors—for their own use 
and where they can bring or send their dealers and pros- 
pective dealers for a thorough examination of the 
Torrid line. It can also be used by the distributor as a 
“school room” for his salesmen where the salesman can 
vet a “course” in appliance selling, can study Torrid 
Products “close up,” get advertising helps and informa- 
tion that will be very helpful in selling appliances to, as 
well as for, his trade. And for resident buyers in New 
York, as well as the many out-of-town buyers con- 
stantly coming to New York, this showroom will prove 
most helpful. 

The Torrid showroom, and the New York office of 
the Wolcott Co. is in charge of “Al” Deveau, one of the 
best-known electrical men in the East. 
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UNNINGHAM BROTHERS, St. Petersburg, 


Fla., use this open display table near the wrapping 


counter as a means of bringing in extra or second 
sales. Each item shown bears a price card and the vari- 
ous lines are displayed in small trays. 


|]. M. Carnegie 





of the company commenting on this table writes “We 
have easily quadrupled our sales on kitchen ware with 
this table. I find that women rather enjoy looking over 
the things while waiting for their packages to be 
wrapped. Invariably they find something that they 
needed. Small trays and plainly written price tags are 
all that is needed for the merchandise.” 





Everybody’s Business 
(Continued from page 99) 


sulted from their marking time instead of keeping pace with 
the procession. 

We are starting in an era that really has no “today.” It is 
a time when almost every thought must be given to the plans 
for tomorrow, and when this is done our “todays” automatically 
take care of themselves. The problems of yesterday seemed 
large, but they were of small moment compared to the tremen- 
dous questions that lie ahead, and some of these I propose to 
take up. 




















April 28, 1927 HARDWARE AGE 101 


Hand Made Oil Cans of Quality The Dlppos- 


Quality stands right out in Delphos Oil Cans. 
why they are easy to sell. 


Strictly Hand Made with Large Filler Openings so firmly Line of Oil Cans 
clinched into breast of can that they cannot be knocked 
off. Caps have smooth edges. Tops are heavily knurled. 
Body of can is stiffened by a bead just above seam which 
protects seam from injury. 





Their attractive striping and label in either Red or Blue 
make them readily distinguishable from other cans. Good 
profit. Send for Folder and Discounts. 


The New Delphos Mfg. Co. = #%x 


Delphos, Ohio 





Large 
Filler 
Opening 






REINFORCING 
BEAD 
STRENGTHENS 
CAN AND PRO- 
TECTS SEAM 



















MODEL 23-A 
o22 caliber “‘Sporter’”’ Rifle 
— repeating, bolt-action. 
One-piece stock and fore- 
arm of walnut, 5 shot 
magazine. Retail Price 
$18.50 





AShow Them 
The ‘Sporter’”! 


T this time of the year, an all-round rifle 

suited for light and medium shooting, 

sold at a low price, has a big call. Such a 
rifle is the Savage Sporter. 








Turn the Sporter popularity into your store. 
With its reputation for performance, and its 
reasonable price—the Sporter is a sure busi- 
ness getter. 


See Your Jobber’s Salesman 
(attractive 5-piece window display sent on request) 


SAVAGE ARMS CORPORATION 
Dept. 896 Utica, N. Y. 


Owners and Operators of the 
J. Stevens Arms Co. and Page-Lewis Arms Co. 





MODEL 23-B 
.25-20 and Model 
23-C..32-20“Sporter” 
— repeating, bolt-ac- 
tion. One-piece stock 
and forearm of wal- 
nut. 5 shotmagazine. 
Retail Price, $22.50 
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Wi 2 BALTIMORE MARYLAND I, 


Le 





\P. BRUSH-NU COMPANY Le 
Y Us 








IVER JOHNSON 
EVERYDAY SELLERS 


BICYCLES 
VELOCIPEDES 
JUNIORCYCLES 
REVOLVERS 
SHOT GUNS 


Send for Catalogue and Prices. 


MAKE EVERY DAY COUNT 


Iver Johnson’s Arms & Cycle Works, Fitchburg, Mass. 
New York: 151 Chambers St. Chicago: 108 W. Lake St. 
San Francisco: 717 Market St. 








GREEN’S 


his Improved 
_) SIOCK BOXES 


For the convenient hand- 
ling of shelf hardware. 
A strong, attractive box 
at low cost. 


Made in an assortment 
of sizes to fit every hard- 
ware need. 


Write for NEW Illustrated Price Lis: 
THE GREEN CO., 250 W. 57th St., N. Y. 














HOLD-TITE 


In the new green stripe printed 
package will increase your 
crown sales. 

Carefully sorted, weighed and 
packed, they sell to every cus- 
tomer. It’s an item you can’t 
afford to overlook. 


Write us for prices. 





Quality Service Price 


Apex Stamping Company 


Dept ZH Riverdale. Ill. 
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Builders’ Hardware Door by Door 


(Continued from page 69) 


key as at (6) which gives an appearance outside as at 
(8) but the item of cost for this combination demands 
the same consideration as at (6). 

Usually pairs of doors have no stop at the bottom for 
them to close against. To give them rigidity there 
should be metal threshold stops supplied. For the door 
having the top and bottom bolt this is usually embodied 
with the bottom strike for the bolt, but for the door with 


yp eee 
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Sectional view of a pair of doors, showing a typical astragal 
which will allow both doors to open freely. 


the cross bar only a separate stop should be furnished. 

The bottom bolt should have a spring head so that if 
there is dirt in the hole of the strike the bolt head will 
accommodate itself to the conditions and not prevent the 
upper bolt from working. 

When the doors are in pairs they should not have 
rabbeted faces, but should be made something like shown 
at (9) so either door may be opened or closed inde- 
pendently of the other. 

It is common to equip “Exit Doors” with door closers. 
If this is done use a closer of sufficient size to easily 
handle the door without strain. They will cost more 
than an undersized closer, but they will do the work 
required of them more efficiently and will last longer, 
all of which guarantees the continued satisfaction of 
the owner. 

If the doors are “hollow metal,” that is “steel,” the 
makers of the doors must be supplied with templates 
showing’ the location of all items of hardware that are 
to be fastened to the door so proper reinforcements may 
be put in as the doors are being made. 

Complete lines of “Fire Exit Bolts” are made by 
several manufacturers, each including all of the principal 
necessary features and each maker having special fea- 
tures peculiar to his line. Choose a standard line and 
study the makers catalog to familiarize yourself with 
all their features and application so you will be prepared 
when the sales-opportunity comes. Most makers have 
a line of standard, or heavy, bolts designed for the better 
gerade of work and where they may be submitted to 
heavy strain, they also have a lighter line for cheaper 
construction, alterations, and for use where the strain 
can never be very heavy. Do not be too free with the 
use of the lighter bolts as this is a place where it is 
much better to overdo than to underdo. 

The following information is necessary in ordering. 

The height of the door for top and bottom bolt. 

The full width of the door. 

The thickness of the door. 

The thickness of the door including the astragal. 

The width of the stile. 

The hand of the Bolt required, see (10). 

Whether wanted for single or double doors. 
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Make Your Own Show Cards, Streamers and Price Tickets with the STENCILOR 


HIS practical device enables the most inexperienced 
person to make extremely attractive and professional 






This is th 

mae you saw at the looking signs in a quick and efficient manner. 
profit making Philadelphia The STENCILOR is used and endorsed by progressive 
apparatus Hardware Show merchants everywhere, who have found it indispensable in 


the daily routine of business. It cuts sign-costs to the 
minimum and pays for itself in a short time. 

Signs made on the STENCILOR have sales-attraction and 
goods well displayed are half sold. 


Write for our illustrated folder and samples of cards made on this 
device. 


DISPLAY MATERIAL COMPANY 


774 Grand Ave., ST. PAUL, MINNESOTA 
Eastern Agents: DISPLAY MATERIAL CO., 191 Pearl St., 





New York, N. Y. 
Canadian Agents: DISPLAY CARD COMPANY LTD., Brockville, Ont. 

















Looking for a Good Cutlery 


Item ? 


Try this “‘An- 
chor” Brand 
Stain Proof 





Kitchen Set. 
Put a few ‘in 
the window and 
on the counter 
where your 
customers can 
examine them. 


This original pack- 
age of 2-cup electric 
pbercolators makes an 
attractive display. Is 
a splendid appliance 
to demonstrate the 
quality of the en- 
tire line of Empire 





li nd - 
You'll find the eae gaa 


customers “sell- 
ing themselves” 
because the 
easily seen qual- 
ity of this set 
makes a strong 
appeal. 
Stainless Steel 
Cutlery is be- 
coming more 
popular daily. 
This attractive 
set of guaran- 
teed Stainless 
Cutlery will 
help you get 
your share of 
the business. 


LAMSON & 


GOODNOW MFG. CO. 
Shelburne Falls, Mass., U. S. A. 
New York Office—36 Warren St. 





Good Display=Quick Sales 





This S-63 2-cup percolator belongs in every 
kitchen. Every woman recognizes its value im- 
mediately. Its high quality brings them back. 
Patented emersion type heating unit, standard 
cord and plugs. A trial package will make this 
a standard stock item with you. 











METAL WARE CORPORATION 


Sales Office, 111 We. Washington St., Chicago 
BRANCH OFFICES: 


Factory, Two Rivers, Wisconsin 
Boston: 7 Water Street. San Francisco: Wells-Fargo Bldg. ’ 
Chicago: 1732 Republic Bldg. St. Louis: Victoria Bldg. 
If the burglar could handle his work 


as well as we “‘handle”’ our boxes, his 
\ profession would be overcrowded. 


If the locks he had to break served 


their purposes as well as the locks of 
Falls City Tackle Boxes serve theirs, 
he would starve. 


Send for a Sample 
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Stratton and Terstegge Company 


Incorporated 


Louisville, Kentucky 
—SS~Eaa S= 
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“ANCHOR BRAND” 
CLOTHES WRINGERS 


ional : Hlave been true friends to housewives for over a BRAND 
generation. , 










770B Bicycle 16” 
Rolls Ball Bearing. 
771B Bicyele 11” 
Rolis Ball Bearing. 
Warranted for 3 
years for family 
use. 





The satisfaction they give makes more sales and wins 
more friends. 


Stock ANCHOR BRAND WRINGERS and profit by 
this friendship. 


, 
a 


Best on Earth. Every One Warranted. 
L.M.CO. 


Lovell Manufacturing Co. ea 
ERIE, PA. 


Largest Manufacturers of Clothes Wringers in the World. 














On y ALLEN’S has these 
big Sales Promoting Features: 


Oldtime Fireside Cheer 
Heat Radiating Fins 
VACUUM FREEZER ALLEN’S proposition is a _ real 


Self-Freezing money maker. Write for the de- 
, ' tails today! 

The user simply puts in the ice and 
salt—pours in the cream. Then while ALLEN MANUFACTURING GO. 


the housewife busies herself with other NASHVILLE, TENN. 


matters, EVERYBODY’S (Wooden 5 


Tub) VACUUM FREEZER freezes 
Paritor Furnace 








the ice cream to a smooth, velvety consistency. 
Every live merchant should stock what every 
housewife needs. 


BUY FROM YOUR JOBBER 


2 - FS ek - Se Fe wae se ee re 








AUGERS, BITS, SMALL TOOLS 


That lead their-own way through 


When you sell Snell Boring Tocls 
you make satisfied customers. They 
depend on your good judgment in 
choosing tools that stand the test! 
Have you a complete assortment to 
Now ready offer them ? 
RED ROVER Send for the Snell catalog today! 
a new fast-selling 
electrieian’s bit 
that stands the gaff 
net of severe service. 
~ oo Send today for des- 
criptive circular. 


DETROIT TORCH & MANUFACTURING CO. - Detroit, Michigan 
45 Warren St. 























New York Office, B.S. Alder Co. - - «© . 
wx 5 ‘orn Co. = = - ma ag ar hy mag Snell M f Co 
C. F. Gallager - - - - - 223 Main St., Hartfor onn. 4 
O.C. Andersen - - - - oer | Washington Bivd., Chicago ne anu a : cates ns Fiskdale, Mass. 
eee ee oe John H. Graham & Co., 113 Chambers St., New York City 
os hie", Br be! xk ge as Ee os Fo ie 9 Sulla ee Ee ORL ET satis Dn, ete oe cpnmne Raat 
es SOs Ti hea Me CE ne ee ce eS a cae ON Ce Ee 

















Established 1818—America’s Oldest Woven Wire Factory 


Manufacturers of 


WIRE CLOTH, NETTING and FENCING 
Galvanized Steel Wire Cloth in all Meshes and Gauges 


New York City Georgetown, Conn. Chicago Kansas City 


—{—2m The Gilbert & Bennett Mfg. Co. 
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agricultural implement manufacturers obtain 
from us to use for their own products. 

if you want to sell shovels that will more than 
please these who want their ‘‘money’s worth,’’ 
try the “Indiana X-tra Quality Line.”’ 


THE INDIANA ROLLING MILL Co. 


New Castle Indiana 
Affiliated with the 
GALESBURG COULTER-DISC. CO. 
Galesburg Illinois 












A Grass Shear 
That is Easy on the Hands 


The “GOODWIN” 


The “Goodwin Grass Shear” is new and 
different. It will appeal to your customers 
because it eliminates blisters and skinned 
knuckles. It may be used with ease in 
either hand. Blades cannot slip apart. 
Quick and easy to use because of the design 
and ball-bearing action. 


Stock the “Goodwin” and “jump” your 
grass shear sales. 











Wheeler Radiator & Mfg. Co. 
1637 Collamer Ave. East Cleveland, Ohio 























Feeder and Waterer 


Star Fount Fits Mason Jars 


‘““Moe’s Line” is a distinctive and popular line of 
poultry equipment for which there is an all year 
around demand. 


It is a complete, satisfactory and profitable line 
to sell. Everything for chicks and chickens, all 
designed right, well made, and will bring you 
satisfied, repeat customers. 


Make your store headquarters for this popular line. 


Write for Catalog and prices. 


HOEFT & COMPANY 


2305 Davis St. North Chicago, Iil. 





























No. 10 Ball-Bearing 
No. 110 Cone Bearing 
(2-inch wheel) 
2 popular numbers from a complete line of Ball 
g, Cone Bearing and Axle Bearing pulleys. 


GRAND RAPIDS 


AROWARE COMPANY 


ALL. “Stee 


SASH PULLEYS 


Grand Rapids Hardware C 
558 Eleventh St. 
Grand Rapids, oe” 
ee a 
Michigan o* 
U.S. A. os os 
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We're Leaving 
MISS America 


to the Bathing 
Beauty Contests 





B 
\ 






/ ‘ 


we are appealing 
to MRS. America 


HILE there is so much talk about 

the charms of MISS America, we 
are considering the pocketbook of MRS. 
America. She’s the one in charge of 
25,000,000 homes... on her whims and 
desires, depends your sales volume for 
the vear. 


That's the reason we have made Aunt 
Sarah’s Oven. MRS. America likes this 
top-of-stove utensil that bakes, broils, 
browns or toasts foods deliciously over 
the single flame of any type gas, oil or 
gasoline stove. She likes the idea of 
baking in hot weather without lighting 
the large oven. She likes the fuel saving. 
She likes the price...One Dollar 
($1.25 in Rocky Mt. States and West). 


¢ Aunt Sarah’s Oven is less than two years 
old and already is approaching its 200th 
Thousand. Ask your jobber about it or 
write direct. . . . Jackes-Evans Mfg. Co., 
1944 N. Main St., St. Louis. 





= 
RETAIL PRICE 


4 —_ in Rocky Mt. 
> a“ States and West 


_Aunt Sarah's 
OVEN 
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7 YOU TELL 


THE DEALER 
HOW WELL 
YOUR PAINT 


COVERS —_ 


Tell the hardware 
dealers about your 
product through the 
medium that covers the 
Hardware Field. The 
readers of Hardware 
Age are wide awake 
merchants. They read 
this paper because they 
want to know what is 
going on. 


Tell this responsive 
audience about your 
product and you'll take 
a big step _ toward 
achieving the distribu- 
tion you are looking 





April 28, 1927 











I 























So 




















April 28, 1927 HARDWARE AGE 107 









ATLSSSVALVSVVLVVLVLVLALVLSSSTSSSTSSsSSSSsESsSsSEsSSEsSsSsSsSsSsSsSsSsSsSsEsSsssssasser SSNS \ RARABABAN 
% GENUINE | 

4 66 77 

Y, 

/ 

, 

Y, 

Y, 
% The sound business man always looks into a concern’s past = 
% record before making an investment. 

, Merchants who 

v, have handled 

/ “PHILADELPHIA ’’ 





Lawn Mowers from 10 
to 40 years know that 
their record is good. 
Chey consider them an 
investment that pays 
fair returns, because no 
customer ever went 
wrong in the purchase 
of a Genuine 

" PHILADELPHIA” 


Improved Style “‘A”’ All Steel 
—Practically Indestructible 








Motor Mowers 
30” Walking Type, 
30” Riding Type, 
40” Riding Type. 
Combination Roller 
and Lawn Mower. 


oe Dt The “PHILADELPHIA” i; known the world over for its 

ws és “ wonderful cutting ability—all knives are made of Vanadium Cru- 

* — ge cible Steel—an exclusive feature. The new All Steel Models are 
a at attaining great popularity. 

Sell the best and hold trade. 


IS Hand—4 Horse—3 Motor 
Send for No. 25 Catalog and Discounts now 


r- — 
doing one thing well @ 


31st and Chestnut Sts., Philadelphia, Pa. 
“The Original People in the Lawn Mower Business Since 1869” 
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DIxXoON’sS 
FLAKE GRAPHITE 


There is but one flake graphite and its name is DIXON. For 100 ° 
years this name has been associated with graphite and today, to thou- 
sands of exacting men in every line of industry it is synonymous with 
the best graphite obtainable. 
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It is an ideal natural lubricant that spreads a smooth unctuous veneer 
over rubbing surfaces and reduces wear to a minimum. 


Recommended for cylinder and bearing lubrication, for coating 
gaskets, packings, etc. Properly mixed with grease or oil their con- 
sumption is greatly reduced. 


Write for Circular 40 C. 


Joseph Dixon Crucible Co. 


Jersey City <KXe New Jersey 
1827 1927 
One Hundredth Anniversary 







No. 2 
Coarse Powdered 
Flake Flake 
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Mathias 


Established 1857 





Pliers Belts 
Tackles Climbers 
Tool Bags 


Wire Grips 
Safety Straps 
Lag Wrenches 
Tree Trimmers 


Sleeve Twisters ST eS 





Chicago IILUSA 
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Since 1857 











Whenever You Sell 
GARDEN HOSE 


Protect your customers by using and 
selling Sherman Wrought Brass Hose 
Fittings. Standard for over 20 years. 
They give everlasting service. 

Take the Sherman Diamond Hose 
Nozzle for example. This nozzle throws 
more water farther than any other. It 
gives a straight stream or a perfect 
spray and shuts off tight. It never 
drizzles or | 

The user is —— against wet feet. 
Made in 3%” size only. 

The name 


SHERMAN 


on hose nozzles and hose 
clamps is your guarantee of 
a solid wrought brass coup- 
ling that is rust-proof clear 
through and everlasting. 

Remember we use heavy 
wrought brass only. A screw- 
driver is the only tool needed 
to apply. These hose clamps 
can be used over and over 
again. Every size for every 
type of hose. 

Your Jobber can supply 
you. If not—write us. We 
also make Brass Hose Coup- 





Diamond Nozzle 





lings. 
H. B. SHERMAN MFG. CO. weer 
Battle Creek Mich. 


Poultry Netting 





G. F. WRIGHT STEEL & WIRE CO. 


Worcester, Mass. 


UPERIO 

























ALLEN Safety Set Screws 


30% Extra Strength over broached hollow screws 
—the only other kind made By a tented 
process we increase the density of e steel 
around the socket-holes, so that even the smaller 
sizes will stand all the strain the best made 
wrench can apply The Allen process makes 
deep, perfectly ormed socket-holes—no chips in 
the bottom. The entire length of the ALLEN is 
utilized either for solid amg at the = or depth of ma be 
for the wrench. All sizes stock to 1% in.; any 
length, point or thread. A Ad Socket-Head Cap Screws, Tap 
Extensions and cket Wrench Sets. Dealers: Write for 
catalogue and sales proposition. 


The ALLEN MFG. CO. tixn Fon. Conn: 


















Don’t overlook the Spring sales pos- 
sibilities for Door Checks for Screen 
Doors. The IMPROVED B.K:S. 
Door Check is easily applied, 
and is fully guaranteed. Ac- 
curate adjustments by side 
screw and lever. A _ power- 
ful, durable check. 


Retails at a price people are glad 
to pay. Fine bronze finish. All 
sizes for all doors. Serviced 100%. 
Parts and brackets always in stock. 
Write for Discounts now. 


Several territories are open to 
energetic distributors. 


United Hardware & Tool Corp. 


74-76 Reade Street 
NEW YORK CITY 
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BABCOCK 
Spruce Ladders 


Step Ladders 


Strength 
Durability 
Service 


For Every Use 








Cut shows Babcock Step Ladder under 
1700 Ibs. 


Write for Circular and Prices 


W. W. BABCOCK CO. 


BATH, N. Y. 


























“perfect 
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The “Home Town” Customer 


The Smiths, Browns, Joneses—about every 
family in your town knows him. 


A word from him means a whole lot, especially 
when that word is “Perfect” and the product is 
Screen Wire Cloth. 


Because every home his family visits and every 
family that visits his home usually bring up the 
subject of screens. 


They just can’t help advertising “Perfect”— 
their Windows, Doors and Porches are all screened 
with it. One tells another. 


Keep supplied through your jobber. 





LUDLOW-SAYLOR WIRE CO. 
St. Louis, Mo. 


min 
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A TRICKS FR 


When you buy Tacks or Small Nails 
by weight you should know that there 
is often a difference of from 10 to 30 

cent in the count per pound in 
favor of Atlas products. 


Properly designed tacks are more 
expensive to make than miniature rail- 
road spikes. Do not let yourself be 
cheated or assist in cheating your cus- 
tomers. 


When you buy by count see that 
you get the weight. There is often a 
corresponding difference. 





Make the comparison. 


Every product ot the Atlas Tack 
Corporation has been scientifically 
designed for its purpose and stand- 
ardized. 


ATLAS TACK CORPORATION 


Fairhaven, Mass., and St. Louis, Me. 











Pansar 
Files 
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Swedish 









PANSAR 
Flexible Circular 
Blades Cut 
Tanged 
Half-Round 
Bastard Fully 
Smooth Guaranteed 


We carry a full line of files, chisels and pliers 
Write for catalogue 


SCANDINAVIAN WESTERN IMPORTING CO., Ltd. 
107-109 Lafayette St., New York, N. Y. 


Minneapolis, Minn. 304 Railway Exchange Bldg., Montreal, Can. 
Seattle, Wash. 








Hardware Age Verified List 


OF WHOLESALERS AND RETAILERS 
CONTENTS 


_ Wholesale Hardware Houses in United States, Canada and 
Foreign Countries. 


Retail Hardware Stores in United States, Canada and 
Foreign Countries; also General Stores, Lumber Yards, etc., 
handling hardware. 


Chain Hardware Stores in United States and Canada. 


5c, 10c and 25c Syndicate Stores carrying hardware in the 
United States and Canada. 


Department Stores carrying hardware and housefurnish- 
ings in the United States. 


Manufacturers’ Agents in United States, Canada and 
Foreign Countries. 


Automobile Accessories Jobbers. 

Mill, Steam, Mine and Machinery Supplies Dealers. 

Export Merchants handling hardware and kindred lines. 

Sporting Goods Wholesalers. 

Mail Order Houses handling hardware and housefurnish- 
ings. 

Woodenware and Willow-ware Wholesalers. 

Paint, Oil and Varnish Jobbers. 

Radio and Electrical Goods Jobbers. 

Plumbers and Tinners Supplies Jobbers. 

Membership Lists of Hardware Associations. 


Hardware Age Verified List of Wholesalers and Retailers is indis- 
pensable in economic direct-by-mail promotion work and also a 
helpful guide for salesmen's calls. Every sales manager should 
have one on his desk, and every salesman could profitably carry 
a copy in his grip. Since the previous issue was published there 
have been more than 10,000 additions and corrections, and these 
all appear in the current edition. 


Hardware Wholesalers find Verified Tist of great value in 
*“‘checking’’ their retail prospect records. 


$12.00 postpaid 


Hardware Age Verified List Department 
239 W. 39th St. New York, N. Y. 














Paint, Like 
Advertising 
Works Wonders 


MILLION dollars a letter is the 
value placed on a slogan used to 
advertise Paint and Varnish. 


What made the “Save the Surface” 
slogan so popular?e Good advertising 
and the thought it contained: To save 
property as well as improve tts appear- 
ance. 


Now Paint, like advertising, can be 
made to work wonders. 


But don’t expect dealers to spread 
your paint story and consumers to 
spread your paint unless you mix your 
paint message with good advertising 
and spread it in the right medium. 


That medium is the Paint and Var- 
nish Issue of Hardware Age—the 
fourth issue of each month. 
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~LANDRETH'’S 


Garden and Flower Seeds 


Mixed Lawn Grass 


Now is the time to place your Garden, Flower 
Seed and Mixed Lawn Grass Seed order, if you 
have not done so for this Winter and Spring 
shipment. If you would like our prices, send us 
a list before buying elsewhere and we will quote 
you on Seeds of various kinds in bulk, in litho- 
graph cartons of | Ib. 4 lb. and % lb. and in 
Flat Papers. We would also like to quote you on 
Mixed wn Grass. Please give us the oppor- 
tunity. 


1927 CROP 


Before buying for delivery after 1926 crop, send us a 
list of your wants that we may quote you if our traveler 
does not call upon you at 
the proper time. 


We are the oldest Seed 
House in America, this be- 
ing our 142nd year in the 
Seed Business. Had we not 
grown good seeds, given 
good attention to business, 
good service and fair prices 
we would not have existed 
so long. 


Business Established 1784. 


D. Landreth 
Seed Co. 


Bristol, Pa. 





COLONIAL. BOY COPYRIGHTED 





SPRING HINGES 


of 
Recognized Quality 
A Type for Every Requirement 
The “‘Triplex’’ 
Recognized 
by 
Architects 


Contractors 
and 


Dealers 
as 
A Spring Hinge of 
Quality 


The character of your business is reflected by the 
quality of merchandise you sell. Chicago Spring Hinges 
are a credit to any dealer’s stock. 


~(CHICKGO)- 
SPRING HINGES 


Send for Catalogue H42 


Chicago Spring Binge Company 


CHICAGO NEW YORK 





Type 2001 











Wa 

72% Greater Holding — \ 
Than Wire Li 

Won't Split the 

Wood. Heads Stay on. 


Send for Quotations 


READING IRON 
COMPANY 


Reading, Pa. 
Makers of Out Floor Nails, Rico Hard 
Floor Notle, Large Head Cut Foundry, 
Headless Out Foundry, Black and Gal- 
vanized Cut Shingle, Cut Clinch and 
Hinge Nails. 


READ 
CUT NAILS 





















Sell Them 
by the set 











Sets of 9, 11, 17 bits are fur- 
nished in compact cases for 
the convenience of the user. 








It isn’t hard. Every mechanic needs the entire set in his work, and it 
resolves itself to a question of selling him once or seventeen times. Bring 
out the value of the case, its use in keeping the bits in order and near at 
hand, preventing loss, etc. Try it. 

Forstner Bits are the only bits that are not dependent om a cemer or a 
level to guide them. They cut from the outer rim. The entire surface is 
at work all the time; no jagged ends; every part of the work is smooth and 
polished. They bore their way through hard, knotty, cross grained wood, 
leaving a smooth hole and clean, polished surface. 

Let us send you catalogues. Order through your jobber or direct. 


The P ive Manufacturing Co. 
TORRINGTON, CONN., U. S. A. 
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MILBRADT 


= LADDERS 

a Sees 

vue : presce: Will pay 2 for — in a 
Meare: 


nabling you 
to wait — .. a, trade, save 


the wear and tear on your 
fixtures and as well 
as bring the appearance of 
your store up to date. 
Write for nn ed _—_. 
a large number o es 
euftable se for all kinds of 
shelvi 





: at unl til TL 
— a 


Milbradt Mfg. Co. 
2411 N. 10th St. 
St. Louis, Mo. 


\\\\ 
aL 


= & 
tor 


\f 
i 








The 
Eastman 


Ever-Ready 
CHALK 
LINE 


50 feet of sturdy cord, 





use. 


reeled inside a neat, dust-proof, metal case 
which contains a year’s supply of powdered chalk, always ready for 

Entirely eliminates the dirty, tiresome old method of chalking a 
line by hand. 


Stock a few of these convenient little time saving items. Sell them 
when you have calls for chalk lines and look at your difference in profit! 


Suggested retail price $1.25. Dealer’s profit 40% 
Order from your jobber or direct from 


J. F. RYAN & CO., 342 Madison Ave., New York City 





TAINTOR POSITIVE SAW SET 











All steel. Fully Guaranteed. 
Send for Free Book. 


TAINTOR MPG. CO., 113 Chambers St., N. Y. City 









DROP FORGED 
WRENCHES 


Designed and proportioned to give stiff 
ness and tensile strength. Made accurately 
and uniform in machining and finish. Send for 
Catalog B-23. 

ARMSTRONG BROS. TOOL CO. 
814 N. Francisco Ave., Chicago, Ill., U. S. A. 





Makers of Every Kind 











of Screw, Nut and Bolt 
The Corbin Screw Corporation 


The American Hardware Corporation, Successor 


229 High Street New Britain, Conn. 


Western Factory: Dayton, Ohio 











STRATTON **¢ 0" = 
HANDLES 


For Smali Tools. Utensils, Electrical Geods, Etc 
Enameling, both baked and aie dried 





STRATTON MFG. CO. Stratton, Maine 








PREMAX TENT EQUIPMENT 
IS PARKERIZED 


6 pert means that the steel stakes and telescoping 
tubular steel tent poles made by Premax are 
rustproofed. 


When you tell your customers Premax is Parkerized 
they’ll know the product is good 


For Parkerizing costs money and only good products 
can afford it. We've put the quality there to make 
them easily sold. 


Samples and prices on request 


PREMAX PRODUCTS 
Niagara Metal Stamping Corporation 
Niagara Falls, New York 

Dept. HA-6 














Makes Seeds Grow! 


If you want your seeds and your seed 
business to grow, stock and recommend 
a 100% pure, safe, effective, fertilizing 
agent— 


Sheep’s Head Brand 

Pulverized Sheep Manure 
Nature’s basic soil dressing. 100% pure manure, 
made commercially desirable by our process of handling. 
A complete plant food which contains, naturally, 
vital elements necessary to produce virile 
including nitrogen, 


the 
plant life, 
yo gn acid, 
HUMUS! Sterilized o 


potash and— 
Packed in neat containers (2, 5, 10, 25, 50, 100 wes 
for convenient distribution to home owners, ef clubs, 
eee, gardeners—anyone who grows things in the 
80 

Write for prices and free leaflet, 


‘‘How to Make 
Beautiful Lawns and Gardens 


NATURAL GUANO COMPANY 
814 So. River St., 


Aurora, Ill. 








American Steel & Wire 





Company 


BARBED: Ellwood Glidden, Am. Glidden, Am. Special, 
Waukegan, Baker Perfect, Ellwood Junior, Lyman. 

NAILS, SPIKES, STAPLES, TACKS, Hot Galw’d Nails. 

ZINC INSULATED FENCES: American, Royal, Anthony, 

National, U. S., Monitor, Prairie, Banner. Steel Gates. 

BANNER STEEL POSTS. 

CONCRETE REINFORCEMENT. 


BALE TIES: , —_— Brands. 
TELEPHON 


SALES OFFICES: 
WIRE for ahs ~ 


Chicago. New York, 


Boston, 
Cleveland, Worcester. Phila- 
deiphia, Pittsburgh, Buffalo, 
Detroit. Cincinnati, Balti- 
more, Wilkes-Barre, St. Louis, 
Kansas City, Minneapolis, St. 
Paul, Oklahoma City, Bir- 
mingham, Atlanta, Memphis 
Dallas, Denver, Salt Lake City 
U. 8S. Steel Products Co., 








San Francisco, Las Angeles, 
Portland, Seattle 


Write us for e_us for selling plams. plans. 





| SS Delivery. 





.Fast Selling Products 
Graffco Pushpins 


and 


Pi H 

icture Hangers 

GRAFFCO PUSHPINS—Needle sharp steel points set in ecrys- 
tal glass heads. Will not mar plaster walls or polished wood 
work. Two sizes. 

GRAFFCO PICTURE HANGERS—Made of heavy steel] with 
lacquered brass finish. Three sizes for hanging articles up to 
100 pounds in weight. 

Our new, complete catalog upon request 


Graff-Underwood Ce., 20 Beacon St., Somerville, Boston 42, Mass 
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Osborne High Grade Punches 








C&LNo. 91 
The Greatest General 
Utility Fire Pot 





The generator is powerful and 
proteces intense maak. , = Belt Punches Arch Punches 
uickly heat a pair oO welve - - 
pound coppers and at same time Spring Punches Revolving Punches 


a pot of metal may be melted. 





Top section may be removed and A varied and attractive line for the Hardware Trade. Alse: 
base used as a Torch for many oe Workers’, Trimmers’ and Upholsterers’ and Plumbers’ 
8. 
kinds of work. The above tools will please your customers, as well as our 
Your nearest jobber will sup- famous Round and Oval Punehes 

ply at factory price. Remember we have had one hundred years of successful manu- 
, eturing expe x eupersenee, Bag enly skilled workmen and use the 
nest quality of mate 

Cleyton & Lambert We stand back of every tool we make. Try us. 
Mfg. Co. Write for Catalog 
Ask for latest price. . 7 Cc. 8. OSBORNE & CO., NEWARK, N. J. 
6275 Beaubien Street, Detroit, Mich. ESTABLISHED 1826 

















Give them PHENIX QUALITY 


In Screen and Storm Sash 
Hangers and Fasteners 
Phenix Storm Sash Hangers and 
Fasteners - simplest, handiest, eas- 
- . lest applied, most 
Nails of all kinds, Staples, pag ee 
Cambria Fence, Barbless : : they sell best. New 
Twisted and Barbed Wire, ‘ improvements put 
Processed Wire, Bright and - them in a _ class 
Galvanized Wire, and Wire of theirown. Write 


; to-day for Catalo 
Rods to standard or special showine full 
analysis. 


Wire Products 


for every need 












Phentx line. 
Samples free. 














BETHLEHEM STEEL COMPANY 
General Offices: BETHLEHEM, PA. pee by all leading 
obbers. 


“= No. 115 nn 
PHENIX MFG. CO., 032 Center St., Milwaukee, Wis. 


Russell Jennings 
Auger Bits 


























Shoe Knife 


MURPHY’S QRZ KNIVES No. 101-B Patented by 

a Mr. Russell Jennings 

L sing omty the best crucible steel and expert crafts- Electricians a a & 
mavship has maintained the leadership of Murphy Auger Bit 
quality for over seventy-six years. & , TI 

ROBERT MURPHY’S SONS CO Quick mmnig send" 
Established 1850 Single Lip and Spur 

Shoe Knives Oyster Knives Pruning Knives ° 
Sloyd Knives Rubber Knives Kitchen Kni 
Pape:-Hangers Knives Pattern Makers Knives and Handles Russell Jennings Mfg. Co. 
AYER Send fer Cotalutine MASSACHUSETTS Chester, Conn. 












































Kitch-n-lint 


THE NEW FINISH SS To provide adequate storage facilities for 


A Chi-N am rd | Product ZS shelf stock—to make it accessible and con 

















venient for clerks and stock men to handle with 
absolute safety—to insure quick service for whole 
sale or retail trade — install one tools 
MYERS NOISELESS CUSHION TIRE STORE 
Deep tread steps, full length hand ieee 


“qverhead track system, firm construct 
eliminate vibration and noise and oes ae 






Spreads easier than paint. Finishes with a 
beautiful hard enamel gloss for every sur- 
face. walls or woo iw rk. 


Write for particular char 












THE OHIO, V ARNISH comp ANY 


VYVELAND priie 














che ten tere iB Coren ime AB a 
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Classified Opportunities 








g 
Manufacturers’ Agents, Jobbers, Jobbers’ 





Use the “Classified Opportunities Section” to reach Hardware Manufacturers, 


Salesmen, Retailers and Retail Salesmen. | 











Samples of merchandise, literature, catalogs, etc., requirin 
be addressed to 





Classified Advertising Rates BOXED DISPLAY RATES Positions Wanted Advertisements 
) Opportunity Exchange Section ES EE: He eee eae $5.00 50% off rates quoted 

. Each additional inch............. 4.00 Address your advertisements and replies te 

~*~ Soiid, Minimum of § lines. .... $3.00 etal Hardware Age, Classified Opper- 
ach additional lime........... -60 tunities, 239 West 39th St., New | 
All Capitals, Minimum of 5 lines.. 4.00 Discounts for Classified Advertising York City ’ 
Each additional line........... -80 4 insertions, 10% off; 8 insertions, 15% *" Harpware AGp is published each Thursday ) 
Average 10 words to a line off Forms close Ten Days previous to date of ] 
Allow One Line for Keyed Address Remittance Must Accompany Order publication 








coe See than oy reforwarding postage should not ' 
x numbers ] 








ne” 





BUSINESS OPPORTUNITIES 


BUSINESS OPPORTUNITIES 











ADVERTISEMENT 


Op STATES DEPARTMENT OF THE IN- 

TERIOR, NATIONAL PARK SERVICE, Yellow- 

stone Park, Wyoming, April 12, 1927.—Sealed proposals, 

in duplicate, will be received by the Chief Civil 

Engineer at his office in Yellowstone Park, Wyoming, 

until 2:00 o’clock p.m., May 15, 1927, and then publicly 

opened, for furnishing, as may be ordered from time 

to time during the fiscal year beginning July 1, 1927, 

materials, supplies, and equipment described herein 

for the national parks and monuments, for delivery 

from Chicago, Minneapolis, Denver, Portland, Ore., 

San Francisco, and Los Angeles, as contractor's ship- 

ping points on Government bills of lading in accordance 

with paragraph 12 of Instructions to Bidders. Pro- 

posals must be executed in accordance with instruc- 

tions and on blanks which will be furnished upon 

application to the Chief Civil Engineer, Yellowstone 

Park, Wyoming, or National Park Service, Washing- 

ton, D. C. Contracts will be awarded by separate 

schedules, as follows: 

1—Cross arms; wood; electric line 

2—Electric wire; telephone, transmissions and rubber 
covered. 

38—Insulators; glass and porcelain; telephone and 
telegraph. 

4—Telephone and telegraph general supplies. 

6—General electric supplies and fittings. 

6—Lineman’s tools, accessories, etc. 

7—Plumbing and heating; pipe and pipe fittings; 
valves and accessories. 

&8—Paints, pigments, oils, and painters’ supplies. 

9—General hardware, bolts, nails, wire, blacksmith 
supplies, etc. 

10—Metals; steel, iron, and special alloys; square, 
round, sheets and special shapes. 

11—Tools: workmen’s and artisans. 

12—Builders’ hardware, miscellaneous. 

13—Tents, tent flies and paulins. 

14—Household and camp supplies; utensils, etc. 

15—Camp supplies, general; toilet toweling and wrap- 
ping paper and paper bags; brooms, brushes, etc. 

16—Road grader cutting edges. 

17—One man power graders. 

18—Steel dump bodies for small trucks. 

19—Steel trailers for small trucks. 

20—Road graders for power or horse. 


Proposals will be received on any individual schedule, 
to the exclusion of the others. Prospective bidders 
will request only those schedules in which they are 
directly interested. A. E. DEMARAY, Acting Director, 
National Park Service. 














= —_ 
CLEAN-UP EXTRA PROFITS 


—with eur Clean-Up and Paint-Up Campaign. 
And this is only one of the ~~ valuable features appearing in 


—— 


the April number of the Hardwa Age Service, an advertising 
pane planned especially for asdware Retailers. Write for wd 
mation 


ne ee ee ee ee 


Hardware Age Service, 243 W. 39th St., New York City (6th Floor) | 











Wants to Buy Hardware Store 


Hardware dealer is interested in buying hardware stock 
inventorying from $6,000 to $10,000 in Colorado, Wyoming, 
Montana, South Dakota, Western Nebraska, Utah, New 
Mexico or Arizona. 


Address Box H-510, eare of HARDWARE AGE, New York 


tl tl tll 














FOR SALE—As we are discontinuing business we are offering for sale 


| all of our hardware store and office fixtures.. Our list of fixtures is too 


large to publish here but comprises all modern hardware store equipment. 
If you are in need of anything along this line you can save money by 
writing us for prices and description of items. Also small stock of Heddon 
and South Bend fishing tackle, U. S. N. and Home Faint. ALLEGAN 
HARDWARE COMPANY, Allegan, Mich. 


METAL PRODUCTS MANUFACTURING PLANT for lease or 
merge. Fully coulpged ce 74 HARDWARE or Electrical specialties and 
ucts requiring STAMPINGS and SCREW MACHINE 
RODUCTS. Location oe ll 40,000 ft. floor space. Labor and trans- 
portation good. Attractive proposition. Exceptional opportunity with un- 
_—_ attractive terms. ddress Box H-511, care of Harpware Ace, 
ew 








HARDWARE BUSINESS, established in 1873, continued by same 
rties te date. Located in country town. on railroad and two state 
highways. Geod_ farming community. Plumbing, heating and tin shop 
connection. This part of the business capable of big increase. In- 
sean abort $6.000 Buildin and lot $5,000. Address Box H-506, 
care of Harpware Ace, New York. 








FOR SALE—Old established Hardware Store. Stock, fixtures, $40,000. 
Clean, staple. Can reduce. Heart of Los Angeles Harbor, fastest grow- 
ing in world. Large industrial program. New Ford saat refineries, etc. 
Population 13,000. Real chance for live wire. olesale and retail. 
Box 488, Wilmington, Cal. 











M. M. GODSCHALK 


Merchandising Engineering 
Complete Service for Hardware Merchants 
Systems Installed Samples Mounted 
101 Park Ave., Room 1403, New York 
Telephone Caledonia 1374 














FINE opening for farm implement store in Electra, Texas. Population 
9,500 and the trade area served by this city is approximately 15,000. Con- 
crete roads lead out into trade area in five directions. Fine farming. 
Good climate. No implement store here. For further particulars, address 
ELECTRA CHAMBER OF COMMERCE, Electra, Texas. 


WANTED—HARDWARE OR GENERAL STORE LOCATED in Cen- 
tral Ohio. Must be a paying proposition and priced right. If a general 
store it must have a good hardware patronage. Give complete details with 
reference to building, business, price, etc. . L. DOAK, Fresno, Ohio. 








HARDWARE STORE, 100 feet deep, old establishment, west side, good 
Avenue location, handling good grade of tools and sundry hardware, must 
be sold: 10 years straight lease. References exchanged. DWIGHT, 
VOORHIS & PERRY, INC., 137 West 23rd St., New York. Watkins 5360 





FOR SALE—Hardware business established over 50 years in good 
growing town about 50 miles from New York City. Stock will inventory 
from $10.000 to $12,000. Address Box H-535, care of Harpware AGE, 
New York. 


FOR SALE—A clean stock of hardware and farm implements consisting 
of well known and highly advertised lines. Located in a town in Western 
New York, surrounded by a large farming territory to draw trade from, 
on a main State highway with daily truck service from two large cities. 
Stock about $6,000. Can reduce. our opportunity. Address Box H-537, 
care of Harpware Ace, New York. 


HELP WANTED 


SALESMAN—One who is experienced in Door Hangers. Don’t apply 
unless you are a Hanger salesman. State age and experience. Address 
Box H-534, care of Harpware Ace, New York. 
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POSITIONS WANTED 


EXPERIENCED HARDWARE MAN, now traveling, desires to make 
connections with jobber as buyer or sales manager. Will consider travel- 
ing for manufacturer in territory West of Pittsburgh to the Coast or in 
South. Experience covers buying, managing salesmen, and selling to the 
jobbing and manufacturing trade in this territory. Can handle a big line 
or two short lines if they do not conflict. Highest references. Address 
Box H-532, care of HARDWARE AGE, New York. 








HARDWARE SALESMAN of ten years’ experience, all successful. 
Wants to represent live manufacturer with up-to-date lines. Familiar with 
both Eastern and Middle Western jobbers and dealers. Employed but can 
make change on short notice. Age 36, single, and can and will work. 
References will satisfy as to ability and honesty. Address Box 7213-A, 
care HArDWaRE AGE, Otis Bldg., Chicago. 





DETROIT producer, long trade acquaintance, wants lock builders’ hard- 
ware or other good line, salary or commission. Address Box H-513, care of 
Harpware Ace, New York. 


SALES ACCOUNTS WANTED 


AN ND ee ee cee CONCERN IN ‘i YORK CITY WITH 








RD 
ADDRESS BOX H-509, CARE OF HARDWARE AGE, NEW YORK 





A CONCERN traveling four men in the States of Ohio and Pennsy!- 
vania, calling on hardware trade, wishes to add a side line as factory repre- 
sentative on commission basis. Address Box H-529, care of HARDWARE 
Act, New York. 


SALES REPRESENTATIVES WANTEP 








a 


SALES REPRESENTATIVES WANTED 





MANUFACTURER’S STAINLESS TABLE AND KITCHEN cutlery 








and forged quality scissors desire representation in various territories. Fol- 
lowing amongst retailers and department stores especially desirable. Men 
familiar with cutlery will find this splendid opportunity to annex real 
cutlery representation. Good commissions. Can use man in Metropolitan 
District, also Chicago. Address Box H-538, care of HArpwArEeE AGE, New 
York. 

MANUFACTURER of a new patented poultry fountain and _ hog 


waterer wants side line salesmen on commission basis to sell hardware or 
poultry supply concerns for the States of Kansas, Nebraska, Missouri, 
Oklahoma and other Middle West States. Address Box H-533, care of 
HARDWARE AGE, New York. 





WANTED—District salesmen for good side line. Responsible manu- 
facturer “ flashlight and dry cell radio batteries has attractive side line 
to offer. Good commission to salesmen calling on retail hardware trade. 
Good o — for right man. THE COMET COMPANY, 5100 Su- 
perior Cleveland, Ohio. 





SALESMEN—For Metropolitan New York, Long Island and New 
Jersey to represent a prominent manufacturer of machinists’ tools and 
shop furnifure on straight commission basis. Address Box H-536, care of 
HarpwareE Acer, New York. 





SALESMEN calling on retail hardware, house Saieiiines goods and 
department store trade. We have a high grade household specialty that 
sells and repeats. Representation wanted in unoccupied territories. Write 
fully concerning lines handled, connections, territory covered, etc. Ad- 
dress Box H-530, care HArpware AGE, New York. 


MANUFACTURER of. Snow-Drift Wiping Waste wants sales repre- 
sentation in restricted territory. This is a good side-line for agents calling 
on hardware, oil and auto accessory jobbers. In answer state territory 
and lines now handled. ,SWEETLAND WASTE CO., So. Boston, Mass. 








SALESMEN—To sell a well known brand of imported flycatchers. Also 
a@ new universal adhesive. Excellent display containers. Easy to sell. A 
fine side line for any hardware salesman. Write or call Room 703, 45 
West 16th St., New York City. 








Let US Help You Word Your ‘‘Want.”’ 


















Permanent magnet which holds 


Robertson “Horseshoe Magnet’ Hammers 
the tack in position for driv- 


2 —— 
PW 
mm + Awarded the Silver Medal 
e 


highest offered) at the Panama-Pacific Exposition 


Good profit 
Name and design trade marks registered U. 8. Pat. Off 


ARTHUR R. ROBERTSON 94 Portland St., Boston, Mass. 





STONE WORKING 
TOOLS AND SUPPLIES 


Illustrated catalog 


TROW & HOLDEN CO., Barre, Vt. 








Welding Compound is best by every 
test. Makes ——- of any s as 
easy as Iron. Stock it and increase 
your sales. 

Made only by 


ANTI-Borax CompPpounp Co. 
Fort Wayne, Ind. 





@QAT MAY 87,1908 








J. L. THOMSON MEG. CO. 
Waltham, Mass. 


Tubular and Bifurcated 


RIVETS 











Better MachineScrews 
for the Hardware Trade 


HARVEY HUBBELL, INC. 





Bridgeport, Conn. 








Ask your jobber for 


CALDWELL SASH BALANCES 


Thirty-five years of service is assurance 
of quality 


CALDWELL MFG. CO. 
52 Industrial Se. Rochester, N. Y. 

















BROWN @© SHARPE 
suelo) OR 





HACK “TE EX NOX” saws 
sro CD osncrcs 


“The Jools in the Pla Bac” 
AMERICAN SAW & MFG. CO. SPRINGFIELD, MASS. 


HACK SAWS - GAND SAWS ~- SCREW DRIVERS - GLASS CUTTERS 





UNIFORMITY 





een ntact 
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ADVERTISERS 








THE ADVERTISERS INDEX is published as « convenience and not as a part of the advertising contract. Every care will be taken to index correctly. 
be 


No allowance will 


made fer errors or failure to insert. 
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You Are Tool Headquarters 




















—But Are You 


? | ‘J | ¢ oo a of d 
Wrench Headquarters? mK ~64/' i cys 
‘Two of the largest groups of fool users in the coun- 
try are the car owners and mechanics—but their 
tool equipment consists mostly of wrenches. Fac- 
tories, mines, farms, ships are also big wrench users. 
No matter where your store is located—on the sea- 
board, in the coal fields or in an agricultural section 
—with the Snap-On line you can make your store 
wrench headquarters. 


oa fs 


Snap-On Wrenches are-now the choice of nine out 
of ten automobile mechanics in your town. ‘They 
have introduced them to all other wrench users. 


As soon as your trade knows you have Snap-On 

' Wrenches in stock you will learn how much these 
tools are appreciated by men who know and want 
speedy, efficient wrenches. 


Snap-On Wrench Company 


Manufacturers Milwaukee 


Motor Tool Specialty Company 
Sole Distributors— 


lvd. . START YOUR Snap-on ASSORTMENT 
14E Jackson Blvd., Chicago, Til. Add Extra Sockets and Handles As Needed 


Distributing Branches in 19 Principal 


Jobbing Centers 


Install the Snap-On display 4 ) 
cabinet. The investment 1s ‘Z &s ' | 
. wages See v= th eesege! & 
small. We supply you with ‘Tile Hit 


complete information and lots | Lu | 

of sales helps to make money Se a 

on the line. ) —_ ” 

\ Write for details. J ‘el | / @ 
nap-on 


LC ARRAN 
INTERCHANGEABLE 


Socket Wrenches 
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A NEW COAT OF PAINT | 


by CLIFFORD McBRIDE 
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ee MORAL: Use Wooster Brushes— 


~ Asem Nasal The Bristles Can’t Come Out. . . They’re Foss-Set, that’s why. 


—an actual test. 





Reprints: Two color repvints of this advertisement, for display in your store, wi]l be sent on request. THE WOOSTER BRUSH CO., Wooster, Ohio 


















ey 2 2 OOK 


f . i 
SE 


~ 0 YY 


Yo h\ 


CTIONS—S ECTION TWO 











| ELECTRICAL, GOODS 


——- 
a 


HARDWARE AGE 


SECTION 2 | APRIL 28, 1927 











The cleaner that’s easiest 
to use is easiest to sell! 


















Electric Vacuum Cleaner Co., Inc. 
Cleveland Ohio 


Manufactured and distributed in Canada by 
the Premier Vacuum Cleaner Co., Ltd., Gen- 
eral Offices, Toronto. 
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TURNOVER. 





we weather is coming 
and with it, experts agree, 
will come a bigger demand for 
electric ranges than ever be- 
fore. The most popular seller 
will be a medium priced, com- 
pact, complete range that will 
cook a real meal from any base- 
board outlet. 

Wilwear is just that kind of 
a range. It sells for $59.50 
complete. But even better from 
your viewpoint is the “4 Way 
Turnover” feature of Wilwear. 


(1) You can sell simply the 


RISDON MANUFACTURING CO. 
Waterbury Branch, WATERBURY, CONN. 


200 Fifth Ave., New York 


Why the 
WILWEAR WILL SELL 





ELECTRIC RANGE 


With the High-Speed 
SUPER-HEAT-PLATE 


First cost 14, usual price; 
low current consumption; 
Super-Heat-Plate gives heat 
in a hurry—cooking done in 
half the time; so construct- 
ed that 1100 watts can be 
thrown into large plate, dis- 
connecting small plate and 
making it impossible to 
overload circuit. 


LIST 
COMPLETE 


4g” 


The ideal range for the 
small family, apartment or 
summer bungalow. An eff- 
cient auxiliary stove for 
schools, hospitals, hotels 
and diet kitchens. 


BASE 


Of heavy steel, black 
japanned finish. Height of 
range complete 36 in.; floor 
area 20 in. x 18 an. 








SUPER-HEAT- 
PLATE 


Of pearl grey porcelain 
enamel; two heating 
units, one giving super- 
heat for high- 
speed cooking in 
half the time. 
Reversible 
suntches prevent 
over-loading. 





super-heat plate, (2) or the ge 
oven alone, (3) the oven and 
base together, (4) or all three 
in combination. 

This actually widens your 
range market. You get new 
customers who want the cool, 
clean convenience of an elec- 
tric range but who do not feel 
like laying out the full price at 
one time. 

Some dealer in your town is 
going to sell the Wilwear 
Range. It might as well be you. 


Write now for full dealer information. 


OVEN 


Heavily insulated, rust-proof, easy to 
clean, with removable side-racks. Pan 
capacity 8% Ib. roast. Perfect heat 
distribution in broiler; unit removable 


53 W. Jackson Blvd., Chicago and rust-proof. 
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In the stock-room 


one Reelite is more useful than 


three fixed lights 








Reelite can be carried right where it’s 
wanted, hung up at the most conven- 
ient spot, used to search out the dark- 
est corner of shelves and cupboards. 

Its spring-reel pays out only as 
much cord as is wanted, reels it in 
again the moment you're through, 
keeps the cord gently taut at all 
times, no slack, no kinks, no chafed 
insulation. 

Around the house, in the base- 
ment, in the garage, thousands of 
Reelites are saving time and trouble 


just as they do in the industrial field 
where today they are used for scores 
of jobs that would be difficult to ac- 
complish at all without their help. 

Retail stores all over the country 
are finding it profitable to install 
Reelites for their own useand to sell 
them to their customers. 

For Reelites are not expensive, 
they carry a good profit, they are made 
in types and sizes for every conceiv- 
able use. Drop us a line for complete 
literature. No obligation, of course. 


APPLETON ELECTRIC COMPANY 
1740 Wellington Avenue + Chicago, U.S. A. 


New York—150 Varick Street 


Los Angeles— 340 Azusa Street 





One stand, with pass-out 
literature, furnished with 
your first order for six. 















Reelite 


REG. U. &S. PAT. OFF. 


The Handy Light on a Reel 
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THE TRADE MARK KNOWN IN EVERY HOME 


LANDERS, FRARY & CLARK, NEW BRITAIN, CONN. 


Forceful Suction Is to Vacuum Cleaners 


What a Strong Breeze Is to Windmills 
ESSENTIAL FOR GOOD WORK 


By the number of inches of water lifted in the glass tubes, this accepted 
scientific test shows the comparative average strength 
of suction in different types of cleaners 


= Svs 
Ze x 
































Straight Motor Driven Friction Driven The 
Suction Brush Bru Super Vacuum 
Lacks Universal Brushes to Clean 
Thread-Catching and Renew 
Self-Cleaning Attachments 
ozzle less effective 


The UNIVERSAL Super-Vacuum 
A Different and Better Cleaner 


Different and Better 


Thar it has a more powerful suc- 
tion than is practical in other types of 
cleaners is actually proved by tests 
shown in diagram. This Super- 
Vacuum greater suction is effectively 
utilized through the patented UNI- 
Retailing for $49.50 in the East and $52.50 


VERSAL oraduated, thread-catching in the West, $10.00 below its former price, 
. the UNIVERSAL Super-Vacuum with 


nozzle—the only nozzle made that re- a set of wonderful cleaning tools included 


is the profit-making cleaner of the season 
and may be purchased from jobbers at 


moves surface litter as well as deeply a liberal discount. Free advertising ma- 


terials and sales helps are furnished by 


embedded dirt without using a brush. is jee ax realy. tan dete. 


Manufactured and Guaranteed by 


LANDERS, FRARY & CLARK, New Britain, Connecticut 




















‘MECHANICAL 
EXCELLENCE , 


f 











BALL BEARING 


G ter of (leaners) 


Jes 
No Oiling 





EVENTEEN 
years of suc- 
cessful designing, 
manufacturing, 
distributing and 
selling vacuum 
cleaners are back 
of the non-oiling, 
Ball Bearing 
Cadillac. 
















Details and sules 
plans on request 
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CLEMENTS MFG. CO., 607 Fulton Street, Chicago, IIL. 
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In Newark, New Jersey —> 


A 119% SALES INCREASE! 


SALES increase of $599.51 in 
A February, 1927, over the same 
period last year— that’s the record 
of the Davis Electric Company, of 
Newark, N. J. 


Thousands of other Agents are 
doing what the Davis Electric Com- 
pany has done. They are putting to 
work the powerful sales plan — 
TODAY’S THE DAY —and are 


ringing the cash register more often. 
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There's No Geographical Preference 


— Maine to California, the 
story isthe same. Edison Mazpa 
Lamp Agents in every section of 
the country are getting the cream 
of the growing lamp business. 
Why? 


First, an invaluable name — 
Epison — helps sell the product. 


Second, through a forceful series 
of advertisements, in 14 magazines 
with a grand total circulation of 


86,353,800, “Light Up” has become 


the “buy-word” for Edison Mazpa* 
Lamps. 


Third, six sale stimulating win- 
dow displays—their selling power 
measured by cash register tests— 
stand out from the maze of other 
window displays and turn passers- 
by into Buy-ers. 

These are but three of the many 
reasons why Edison Agents are 
getting an increasing share of the 
growing lamp business. When will 
you begin? 


*Mazpa—the mark of a research service, through which the 
achievements of world-wide research and experiment in 
the laboratories of General Electric are given exclusively 
to lamp manufacturers entitled to use the name Mazpa. 


EDISON MAZDA LAMPS 


GENERAL@ ELECTRIC 
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No. 34-54 Power pa 
Copper tub—submerged 
agitator type—for pulley use 
where power is already 
available. 

For homes without electricity 








O. 





: Se Dage tub, 
A SS submerged agitator type. Posi- 
tive, vibrationless was 


For homes with electricity oF 


C The evden 
4 Series 








No. 34-64 Gasoline Powered 
— Copper tub, submerged 
agitator type, with inbuilt 
grsoline engine. 

For homes without electricity 







ing action. 








ee 


ISTINCTIVE in the washing machine industry 

is the New Horton No. 34 Series, offering this 

proven submerged agitator type, in three differently 
powered units. 


—it means that every prospect may now be served 


with the kind of power necessary, in 
the agitator type generally preferred. 


—it means the broadening of your mar- 
ket, the opening of newsales possibilities. 


Horton 
—it means standardization of one proven Automatic 
‘ - 7 roner 
principal for every kind of power. 30-in. open- 
end roll; elec- 


tric or ga 
heat; electri- 
cally driven. 


The Horton No. 34 Series is designed 


and built on principles which have sus- 


HORTO 











tained Horton’s reputation among jobbers and dealers 
the country over for more than half a century. 


Whether your prospect lives in city or rural com- 
munity — whether the need be for electric power— 
eames power—or pulley power, the Horton No. 34 
meets the demand. 


The Horton jobber near you will gladly 
give you complete information on the 
No. 34 Series—or write us. 


Horton makes a complete line of elec- 
tric, copper and wood tub washers— 
\ also hand-operated washers. 


HORTON MANUFACTURING CO. 
FORT WAYNE, IND. 


Washers 
lroners 





GOOD PRODUCTS — Yes! and above 


all else GOOD FRIENDS 
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‘The Bigger News 


June 4 fo 













The news you have 
been waiting for! A 
special good-will offer 
in celebration of our 
again winning world’s 
prize for highest 
excellence. 





Have you received 
our big broadside 
showing these Hot- 
point Week offers, 
the magazine ads, 
FREE window dis- 
plays, folders, etc.? 


If not, mail the 
coupon at once. Don’t 
miss this great op- 
portunity. 














This great national 
event will be adver- 
tised in June 4th Sat- 
urday Evening Post 
and June Ladies’ Home 
Journal, Good House- 
keeping and Sunset 
Magazine. 






EDISON 
ELECTRIC APPLIANCE CO., Inc. 
5644 West Taylor Street, Chicago, Ill. 
Factories: Chicago, Lll., and Ontario, Calif. 


Chicago Boston NewYork SanFrancisco 
Atlanta Portland Clevelan 

St. Louis Seattle Los Angeles Dallas 
, Salt Lake City Ontario, Calif. 


(In Canada—Canadian General 
Electric Co., Ltd., Toronto) 















(These cffers are good only in / 
the United States) va fe 
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For that vital thing, Selectimty— 





GET a Neutrodyne set and prove 
to yourself that its selectivity is 
proper. Here is the simple way 
to doit: Listen late in the after- 
noon, before the majority of 
stations have come on, or late at 
night, after the majority have 
signed off. Run up and down 
the dial. Find two distant sta- 
tions separated by 10 kilocycles. 
Several such couples should be 
available. Note that one such 
station is heard perfectly, with- 
out a trace of its neighbor only 
10 kilocycles away in frequency. 
Such is Neutrodyne’s proper 
and satisfactory selectivity. 
Many sets are not nearly as 
sharp as that, and so they admit 
unwanted signals. Others are 
sharper, or can be so controlled 
as to be so—which is wholly un- 
desirable, as then the side bands 
are shaved off and quality of 
reproduction is ruined, in the 
attempt to split the unsplittable. 
Don’t let the present chaos in 
the air fool you. It will not last, 


NEUTRODYNE! 


for the new Radio Commission 
will end it, and it need not spoil 
radio enjoyment for your cus- 
tomers now any more than in 
the future. Hundreds of thou- 
sands of Neutrodyne owners 
find their sets meeting even the 
jumble of unbridled broadcast- 
ing and they are looking for- 
ward, not impatiently, but in- 
terestedly, to the early day 
when proper separation be- 
tween broadcast stations will 
increase the number of avail- 
able programs. 


The period of chaos is but add- 
ing to Neutrodyne’s reputation, 
for the public today is having a 
convincing demonstration that 
Neutrodyne’s absolutely accu- 
rate, scientifically correct selec- 
tivity separates stations with no 
sacrifice in tone. With radio 
once more under Government 
control the reputations created 
during’ these difficult times will 
carry Neutrodyne sales to 
heights never before reached. 


GET A NEUTRODYNE 


HAZELTINE CORPORATION 


Look for this trade-mark 
LICENSED BY we 



















It is your protection against patent 
infringement liability 


(Sole owner of Neutrodyne patents and trade-mark) 


15 Exchange Place, Jersey City, N. J. 


£ etNE Ns can mia yacTuRens 2 

- FUTRODYNE: All correspondence relating to the Hazeltine patents and 
SB ec nae toh ano oeetra aims trade-mark should be addressed to 

we Srnen oarenrs pence INDEPENDENT RADIO MANUFACTURERS, INC. 


(Exclusive licensee of Hazeltine Corporation) 


331 Madison Avenue, New York, N. Y. 
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BUILT TO 
LAST A 
LIFETIME 


$5250 


Denver and West $55 





You Can Sell It “Over the Counter” 
because it combines TRIPLE CLEANING. ACTION 


with a New Low Price of *5250 


Powerful Suction. The Suction of the 
New Hamilton Beach is as great as that 
found in most machines cleaning by air 
alone. 


Beating Brush Action. Powerful suc- 
tion lifts the rug to the nozzle and off the 
floor. The brush revolving 2,400 times a 
minute, gently beats and vibrates the rug. 
This action loosens deeply imbedded dirt 
so the powerful suction can whisk it into 
the bag. 


Sweeping Brush Action. The sweep- 
ing brush loosens any litter clinging to the 
surface, such as paper, thread, hair and 
lint. Powerful suction carries it into the 
bag. 


Ball-Bearing Motor. The oversize 
motor in the New Hamilton Beach is large, 
powerful and sturdy. Equipped with 
Norma ball-bearings, it requires no oiling. 
The perfectly balanced fan and scientifi- 
cally designed air chamber produces power- 
ful suction. 


Priced $10 Less. The New Hamilton 
Beach with all its improvements and even 
greater cleaning ability sells for only 
$52.50—$10 less than formerly. It’s going 
to be a hard cleaner to compete with. Get 
it Yourself. 


Rotogravure Advertising 
Now Running 


The campaign started Sunday, April 24th 
and continues during Spring selling months 
in the leading Sunday newspapers. Three 
and one-third million families will read it. 


We furnish Free Newspaper Electros that 
enable dealers to tie up to this Rotogravure 
campaign. Also complete line of Dealer 
Helps. 


Get the Facts 


Write or wire for complete selling plans of 
a New and Different Vacuum Sweeper— 
one that is “‘Built to Last a Lifetime.”’ 


HAMILTON BEACH MEFG.CO., Racine, Wis. 








eebeobiceyel bY or-Vele| Vacuum Sweeper 
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The Perfected 
Haag Vortex 











1\WASHERS/ 


Hook Up with These Winners 


, 


HIS year—1927—is the biggest year in the history of the Haag Brothers Company. 


You can make it your biggest year, too, if you “hook up” your efforts with ours. No 
doubt about it. Other progressive dealers are doing it every day. 


The two new models pictured above—the perfected Haag Vortex and the sensational Haag 
Eighty —are the leaders of a distinguished line of fine washers. Both are washers you will be 


The Haag \ OTTEN IS Perfec ted! 


The famous Haag Vortex has now been perfected 
in design and construction. It is now the most 
beautiful, as well as the most efficient, washer on 
the market and has a greater appeal to women than 
any washer you can sell. 


The Haag Vortex has the new double-tub thermo construction— 
a stainless nickel-lined copper tub encased in a dent-proof, easily 
reconditioned metal outer jacket finished in light gray enamel. It 
also has the patented Haag safety agitator with the famous flanged 
base. 

When you see the perfected Haag Vortex in operation you will 
agree, as many resalesmen tell us, that it cannot be equalled in 
competitive demonstration. 


proud to sell. Both are big money-makers wherever sold. Both represent outstanding value. 


For Floor Sales—The New Haag Eighty 


At last—an all-metal dolly type washer to sell at a low price — 
with the appearance, compactness and convenience of high priced 
washers — made possible by the underneath drive construction. 
The machine a million women will be eager to buy! 

The Haag Eighty is designed for floor sales only, and is ideal for 
the family who wishes to buy a medium priced washer having 
the advantages and appearance of the high priced washers, and is 
willing to buy without a demonstration. 

Handsome in design, sturdily and compactly built, the new Haag 
Eighty will appeal especially to families living in small homes and 
apartments. Being a Haag product it will give the famous Haag 
‘Lifetime of Carefree Service.”’ 


You may have our handsome new catalog for the asking! It’s 
worth the trouble! 


The Haag Vortex and the Haag Eighty makes a sales combination that cannot be 
beaten. Hook up with these winners NOW. A wire or letter will bring full informa- 
tion on our liberal discounts and territorial arrangements, prices, etc. Send it NOW! 
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Sensational 
Haag Eighty 








NY, PEORIA, ILL. 
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You Most Certainly Should Consider | 
Before Selecting a Radio Line | 


3 ho is the manufacturer: Has he a reputable Is he given to radical departures in manufa 
_ ; j ~~ eee a ’ y od ; a 
mrcdimme oO long Slalmlaiiny. \\ hat experience has furineg. 
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he had in the manufacture of electrical prod- 


ucts? What facilities has he for production and Stewart-Warner does not make a prac- 

! ! tice of using their dealers as experimental 
outlets for “trick” hook-ups and fanci- 
ful designs. 
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Stewart-Warnerisinternationally known 
as a successful manufacturer of highest Is the name nationally known and the line na- 
financial standing. For twenty years they 4 tionally advertised? 
have built mechanicalandelectricalequip- 

ment and are today the largest manufac- 
turers of their kind, with adequate space 


and manufacturing skill. Just as the — | 
deen elanleiad xs Seathcodihe’ te den bead will be advertised in magazines, billboards, 
newspapers and over the air through 


motive accessory field, so are they stead- ' 
ily climbing toward a like position in the rg antag B. M. the Stewart-Warne« 


radio business. A dealer franchise will 


Stewart-Warner have been consistent na- 
tional advertisers for years. During 1927 
Stewart-Warner Matched-Unit Radio 


be worth more with each succeeding year. Will es - Ps | 
ui his dealer policy protect vou 
Does ne offer Vou a complete line with a price 5 “next-door ‘ competition onl the same rad 
2 range that will enable vou to sell all prospec ts? How about protecti mn against price redu 
Stewart-Warner offers both cabinet and As each Stewart-Warner Wholesale Dis- 
console models with a wide price range tributor has a certain territory in which 
—an excellent he alone operates, he can and does place 
Reproducer dealers so that their selling efforts should 
and Stewart- not over-lap. No dealer is placed so near 
Warner to another Stewart-Warner Dealer as to 
Tubes; the fa- “cut in” on his rightful prospects. The 
mous Match- Stewart-Warner Protective Franchise 
Unit combi- gives complete protection against fac- 
nation. tory price reductions. 
6 What do his jobbers offer you in the way of co-operation and service? 
As Stewart-Warner Wholesalers handle no other radio they are in 


the best position to give you all co-operation and assistance within 
reason. Although Stewart-Warner Blue-Ribbon Dealers are ex- 
pected to adequately service Stewart-Warner Radio, every Whole- 
saler has a technical man to assist dealers’ service men. 


The Stewart-Warner Dealer Franchise is a sound radio merchandising | 
plan that assures a permanent and profitable business for any dealer that | 
will live up to it. Begin to build now for permanency. A word from you 


a af cee” of hp a will put a Stewart-Warner Representative in touch with you immediately. ; 

Models. Other cimedien cabi- | 

net and console models priced = STEWART-WARNER SPEEDOMETER CORPORATION 
CHICAGO, U.S. A. 


& | 
es j 
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DAY the NEW GAINADAY has 

] assumed a position of dominating lead- 

ership wherever introduced by aggress- 

ive dealers. Never has such a sensational 

sales and mechanical success been recorded 
in the history of washing machines. “<Q 





Dealers who have co-operated with alert, 
aggressive sales effort have met with tre 
mendous success in every instance. Sales 
-have been far beyond their expectations and 
every housewife has been unqualifiedly sat- 
isfied after using it in her home. Service 
costs have been cut down so far below the 
most optimistic expectations that they are 


practically eliminated. “QO “ © 


Skeptical dealers, discounting our claims for 
the NEW GAINADAY, originally order- 
ed but moderately. They have repeated again 
and again with ever increasing volume. The 
success of their own merchandising efforts 


has astounded them. Q Q ENS 
The NEW GAINADAY does more than 


its share in making sales, in giving customer 
satisfaction, in making dealer-profits. Thou- 
sands of dealers have told us so. aN 


If you haven't seen the NEW GAINADAY 
and haven't heard the Gainaday Story of op- 
portunity and profit, cut out and mail the 
coupon below, or write us Qy>» WY 





(SAINADAY ELECTRIC CO. 


3016 LIBERTY AVENUE -- PITTSBURGH, PA. 


“The Washer Without a Fault” 








Gainaday Electric Co. 
Pittsburgh, Pa. 


Please mail us complete information about the New 
Gainaday, without obligation. 


Individual... 
i a oe 
ae | State .. 
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Section Two April 28, 1927 
N. EK. L. A. Show 
In This Iesue— J UNE 6 to 10 the National Elec- 
tric Light Association will meet 
EDITORIALS - in Atlantic City for the fif- 
Good Days and Bad Days 20 tieth annual meeting. Accompany- 
, ; é , ing this convention is the most elab- 
You will be interested in this analysis by Guy Hubbart of ; : 
some of the fundamentals of the movement of goods from orate electrical apparatus show of 
the store and what fractions you can expect from various the year. Here are shown the prod- 
lines of associated merchandise. ucts of the makers of apparatus for 
Sally Makes Her Biggest Sale 32 the production and utilization of elec- 
This is goodbye to Mrs. Chantler’s interesting heroine of the tricity. It is a tremendous exhibi- 
electrical goods department for she has booked an order tion. 
jor an electric home for herself. Last June several buyers repre- 
. , ° senting housewares stores and de- 
You Can Fave . Flashing, Moving Lamp Display partments attended this show to see 
A description of a device that makes an exceedingly attrac- 
tive window display. what was new that they could sell 
to people who are buying appliances. 
ELECTRICAL GOODS IN PICTURES Without exception these mer- 
chants told us that they had profited 
$15 for a Title for This Picture 23 by this visit where they could look 
, , over all lines and draw conclusions 
Service Company Display for Merchants 29 aii ie. cece. tadeen them. 
Endless Chain of Battery Profits 24 Practically everything that has been 
Some Radic Show Windows 30 offered as merchandise in the inter- 
vening year was then shown. 
Service Company Displays Appliances for Merchants 18 So we suggest to any merchant 
Unusual cooperation is given by this company for the mer- whose electrical goods business can 
a can take his customers to the display for demonstra- be made of sufficient volume to jus- 
tify a trip to Atlantic City to attend 
Items and Ideas for Hot Season Sales 22 this show. Here is the great annual 
Again Mr. Sinsheimer makes some practical suggestions for spread *of merchandise and he will 
maintaining activity in the radio department. establish connections that will be 
“Let’s All Sell Together” 39 worth his time and expense. 
This story tells of the Electric service company sales man- It is probable that in this conven- 
ager who is enlisting merchants in his campaign. tion (which is aside from the show) 
More and Better Sales by Better Salesmen | 38 pe reign hm oe gps a 
Do you want $15 then read the stories that win and write service companies. These will fol- 
some of your own. 
low the lead of the trend at the re- 
New Goods 40 cent Chicago meeting of the Trade 
ectrical Mews Belate 48 Relations Committee, at which a 








GEORGE H. GRIFFITHS, General Manager 
FRANK E. WATTS 
Manager Editor 
ARTHUR SINSHEIMER 
Radio Editor 


CLYDE JENNINGS 


Publishing Address, U.P.C. Bldg., 239 W. 39th St., New York City 





friendly discussion was held with 
hardware and furniture dealers. 

We know you will be welcome at 
the Atlantic City show—so come. 
ELECTRICAL GOODS will have a booth 
in the show and you will be more 
than welcome to make this booth 
your headquarters inside the show. 
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OVER 2,000,000 


Hoovers have been sold... 


many more than any other 
electric cleaner... 


Doesn’t this mean that The Hoover 


is the easiest cleaner to sell in 
volume? 


























16 

















MECENTLY New York City and some other communities have been con- 
siderably disturbed over the questioning of censoring the stage, the 
newspapers and perhaps some other mediums of public communication. 
| As a result of this controversy there has been stirred up a consider- 

able talk about the personal rights of the American citizen, freedom 
of the press and other subjects long the subject of controversy and dispute. 





Also we have heard some rumblings of a controversy over the question as to 
“Who sells substandard appliances and why?” Here, too, we hear some discussion 
as to the rights of the American merchant to free sale and to meet competition. 


Again we hear a discussion of an approved method of telling a worth-while ap- 
pliance from one that is slightly substandard. There seems to be a point where 
the decision wavers and is finally made on the basis of appearance, on the accept- 
ance of the advertising done by the maker or on the merchandising reputation of the 
maker and the merchant who hands them to the consumer. 


Some appliances, we judge, when sold by some establishments, are substandard 
and when sold by other outlets are standard. Only from Portland, Ore., do we 
hear of a clear line being drawn. In that city the electrical code says that mer- 
chants shall sell only those appliances which have been approved by the Underwrit- 
ers’ Laboratories. The Commissioner of Public Works supplies a list of approved 
appliances and makers to each merchant. 


While we have not polled the merchants of Portland, we hear that the trade is 
running satisfactorily and the public safeguards are being accepted without much 
grumbling—except by the chain store that was brought into court. 


We have always accepted the decision of the Underwriters’ Laboratories as being 
fair. Yet we hear that certain associations in the industry propose setting up 
testing plants to decide upon quality of electrical appliances and wiring materials. 
Just why additional inspection is proposed we do not know. Also we hear the sug- 
gestion that in addition to the approval stamp, a certain quality index mark be pro- 
vided. In other words, a price mark. That seems to be rather extreme. Just who 
has an ax to grind? 


In all of this discussion, there comes to mind the example set by the moving pic- 
ture industry. When criticism gathered into a dangerous storm and States began 
legislating censor bureaus into existence, the industry set up its own regulation. 
Just how this works is another matter. It has worked and today some censor bu- 
reaus are being permitted to lapse. ‘ 


The substandard appliance, we believe, is a menace. It has fire danger. It is 
wasteful of current. It destroys the confidence of the public in the merchant. By 
frequent breakage and poor performance it destroys public good will toward elec- 
tricity as a home servant. 


Speaking for the great body of housefurnishing merchants, we assert that they 
will be pleased with the mark of quality on the merchandise; they will accept efforts 
on the part of the industry as a whole to clear the situation without legal censor- 
ship. But if the industry cannot get together and do this thing simply and effec- 
tively, we believe the merchants will welcome simple, just legislation to clear up 
the present unfair situation. 
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Service Company Displays 
Appliances—Merchants Sell Them 


HEN the 
lady says 
to a wash- 


ing machine sales- 
man in Los 
Angeles: 

“I like your 
washer very 
much, but I have 
heard some very 
good things about 
the Blankety- 
Blank washer. I 
would like to see 
it before I buy,” 
the salesman can 
say to the lady: 

“Certainly madame, you should see 
that washer and if you have a few 
moments, we can go down to the 
demonstration rooms and I will have 
it demonstrated for you. Also some 
other washers, just to convince you 
that we have the best machine in the 
market.” 

Then the salesman can take this 
lady to the rooms maintained by the 
Bureau of Light and Power and the 
demonstrations will be made under 
his general auspices, instead of by 
a rival salesman—that is if the sales- 
man is sure enough of himself to go 
and see his machine in competition 
with the Blankety-Blank. 

Or he can tell the lady that she can 
see his own and rival washers on 
demonstration at the public rooms 
and let her go when she is good and 
ready and be certain that the demon- 
stration will be an impartial one. 
Then he can wait and see if the lady 
will come back. 

Some merchants have tried both 
ways and some have lost good pros- 
pects to rival machines but then 
again—and these are in the majority 
—they have clinched what seemed to 
be hesitant sales by “facing the 
music.” 

The same course is open for clean- 
ers, ironers, ranges and »other elec- 
tric appliances. The exhibit of the 
Bureau makes an effort to keep on 
demonstration the appliances sold in 
the city. Most of the makers and 
dealers who are not afraid of com- 
petition have their appliances there 





“Nothing for Sale” is a prominent line on the poster between the street 
level show windows 


By Marc N. Goodnow 


for the public to see in actual use. 

The Bureau does not sell appli- 
ances—the sign at the entrance ex- 
pressly states that. The demonstra- 
tion is in the basement of the 
Bureau’s building at 209 South 
Broadway. It is just that much 
appliance display space available for 
the merchants of the city. Some 
merchants do not keep the larger 
machines on demonstration, for they 
have found it suitable practice to 
take their prospects to the big dis- 
play. 

The demonstration rooms are offi- 
cially known as the Electrical Appli- 
ance Display and are open to the 
public during business hours. The 
exhibition is a permanent one and 
the public is urged to céme and in- 
vestigate. 

That the idea has “gotten across” 
is evidenced by the growing atten- 
dance, the lively interest of visitors 
and the healthy condition of the elec- 
trical appliance trade in Los Angeles 
during a summer that was none too 
bountiful in rewarding the retailer 
in other lines. Then, too, you experi- 
ence a conviction as you step inside 
this inviting show room, spacious, 
convenient and comfortable, that 
“here at least the thing is being 
done right.” 

You are greeted with a smile and 
made to feel at home. An attractive 
poster apprizes you of the important 
fact that “‘Nothing is for Sale” here. 
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You will not be 
asked to buy! One 
sometimes feels 
that a lot more 
goods would be 
sold if salespeople 
were less impor- 
tunate. Un- 
doubtedly there is 
a large class of 
people who have 
to be appealed to 
so subtly that 
they fail to real- 
ize the selling 
campaign going 
on. It is to these 
people particularly that the appeal of 
such an exhibit is addressed. 

And then you begin to look—and 
you may even begin to be bewildered, 


‘for a striking feature of this room is 


the amazing array of household ap- 
pliances, all electrically operated. 
Literally hundreds of them arranged 
neatly in glass covered wall cases or 
on tables or rug-covered floors. 

There are all sizes and types of 
light bulb, toasters, grills, waffle 
irons, percolator sets, curling irons, 
warming pads, chafing dishes, vibra- 
tors, electric grates, reading lamps, 
ironing machines, water heaters, 
vacuum cleaners. 

Polite attendants lease no question 
unanswered. And you need not fear 
to ask, for “nothing is for sale” and 
no one is going to get impatient if, 
perchance, you have left your check- 
book at home. 

An interesting and helpful feature 
of this domestic service section is the 
model electric kitchen. The equip- 
ment consists, first, of an electrical 
range with timing device; a model 
type of sink with electric dish wash: 
ing and clothes washing appliances; 
an electric refrigerator; fan and the 
new type electric utility which 
freezes ice cream, peels potatoes, 
slices vegetables, grinds or chops 
meat, beats eggs and mixes batter 
or dough. 

It is here that one hears the “Ohs” 
and “‘Ahs” of the interested house- 
wife and gets a glimpse of the effect 
of the demonstration method on the 


prospective purchaser of electrical 
goods. It is the seeming magic of 
the thing, as much as anything, that 
appeals, and of course the cleanli- 
ness, the convenience and the time 
saving add their quota to the appeal. 

Still another element of interest is 
the adjoining miniature auditorium, 
the stage of which is equipped with 
an electric range, fan, mixer, scales 
and kitchen cabinet. 

Here lectures on home economics 
are held and the most efficient use of 
electrical household appliances is 
demonstrated at regular intervals by 
recognized authorities. The lectures 
and demonstrations are entirely free. 
The food is prepared, cooked and 
served at these functions and if it is 
true that “the proof of the pudding 
is in the eating thereof”, then this 
feature of the exhibit is to be credit- 
ed with countless sales. 

During the years when electricity 
was looked upon chiefly as a source 
of factory power and home illumina- 
tion, and when people regarded the 
few electrical household appliances 
as little more than novelties, such an 
exposition as this could never have 
paid rent by sales influence. But 
that day has passed. 

The woman of today is ready to 
make the acquaintance of any elec- 
trical appliances that will lighten 
and speed up her household duties. 
Having learned to place a value on 
her time she appreciates -the oppor- 
tunity of getting her information 
within a restricted area, rather than 
have to spend hours and perhaps even 
days in “shopping”’. 
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Additional photographs of 
display rooms on page 29 





The woman who, for example, is 
considering the purchase of an elec- 
tric cleaner may know her particular 
requirements and also what she 
thinks she can afford to pay for such 
an appliance. But she does not know 
exactly what size or type of the 
numerous makes on the market is 
best suited to her purse and purpose 
—and she either doesn’t want to, or 
she refuses to “walk all over town, 
since there’s no place to park any 
more.” 

In this situation—and it is legion 
in today’s merchandising—this wo- 
man finds real help at a central 
exhibit. Even the atmosphere that 
surrounds her visit is different from 
that which she finds on a shopping 
tour. Also, she has more time and 
opportunity to make a comparison 
between her prospective purchases. 
And in the end, without doubt, she 
will be a more satisfied customer of 
the merchant from whom she buys 
her particular machine because she 
is better educated on the subject. 

In brief, she has sold _ herself 
rather than been sold—and though 
the process may have been a trifle 
longer, it is nevertheless a cleaner 
cut and more solid transaction on 
that account. With information and 
conviction gained from the exhibit 
and from a demonstration, she is 
ready to go to one of the many re- 
liable dealers and purchase without 
further debate exactly what she 


* ?. © 
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wants. The list of dealers who sell 
the articles is supplied to her. 

That is a tremendous time saver, 
for the electrical goods dealer and his 
salespeople. 

As a further demonstration of its 
sincerity, the Bureau also has in- 
stalled a service department, to 
answer complaints, make repairs and 
put electrical ranges into satisfactory 
operation. This service is free to 
any householder, regardless of the 
kind of range she has or the dealer 
from whom she bought it. 

Thus far, however, the new deport- 
ment has serviced only electric 
ranges, but it is possible that within 
a short time other appliances will be 
included. The company is working 
on such a plan, but has made no 
announcement for the reason that it 
prefers to be sure of its ground and 
make no false moves. 

An official of the company in- 
ferred, however, that the scheme to 
be followed would likely include a 
5 per cent charge above the cost of 
materials in repairing other appli- 
ances, to covere the company’s over- 
head, with no charge for Japbor. 

Many definite advantages already 
have resulted from the opening of 
this domestic service section. The 
larger electrical appliance merchants, 
including department stores, are 
using the display as a part of their 
merchandising plan, and with con- 
siderable success. Since all makes 
of appliances are displayed here, and 
the stores themselves handle only a 
few, their salesmen now make a prac- 

(Continued on page 51) 
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Small appliance corner in display room. Visitors examine exhibits at will and they can have demonstrations at 


Electrical Goods Section 


any time 
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are common to all types of retail stores. Ups 
and downs of sales volume are just as common 
in stores doing a general business as in those doing a 
special business. The only differences are the sharp- 
ness of peaks and valleys and the effect on profits. 

A store selling varied lines, supplying a wide range 
of needs, can better stand the fluctuations on one line 
because two others may make it up. A department 
store can have a poor day in suits and coats and offset 
it in millinery and underwear or any one of 30 to 60 
departments. A hardware store may make up in the 
paint department, a low day in the kitchen wares. Even 
with this flexibility three low volume days cut into the 
week’s profits. On the other hand, three extra high 
days help the profit sheet mightily. 

The specialty store, selling electrical goods, has one 
advantage and several disadvantages as compared to 
the general department store. 

Specializing in things electrical is in itself an ad- 
vantage. This advantage has three angles. The main 
one is that once the customer is inside the store, she 
is a potential customer. An electrical need of some 
kind brings her in. Either she is in quest of something 
definite—interested in a washing machine or an electric 
percolator and so on—or she is just interested in 
seeing what the store carries. 

A second angle is that good salesmanship can in- 
crease her interest, turn it to other items than the 
article that brought her in and, third, turn her inter- 
est to a better article than was originally contemplated. 

Now the main disadvantage of specializing: The num- 
ber of customers that enter the purely electrical store 
is relatively limited, that is in relation to all the poten- 
tial purchasers of all lines of goods in a city in a day 
or a week, 

This does not mean electrical customers are scarce. 
It refers rather to the fact that electrical needs are 
limited while those supplied by general lines are prac- 
tically unlimited. 

For example, a piece of linen will be bought and may 
ke utilized for any one of several purposes—a table 
cloth, a child’s dress, a chair cover, a pillow slip, several 
different uses. While an electric iron is bought for an 
electric iron and is used for one thing—to iron clothes 
with. 

To further amplify the illustration in a given popula- 
tion, a hundred people are likely to need linen and only 
ten will be interested in electric irons. Again, several 
people in a family may need linen; only one, two at 
most, will be interested in buying electric irons. 

This obvious principle in merchandising is cited here 
for two reasons: 


G OOD and bad days throughout a week’s selling 





To point out the sales influence on a store’s volume 
of a variety of goods supplying a variety of needs, 
for people buy because they need goods not be- 

cause the store has them to sell, and 

To point out the necessity of studying goods by types 
and how each type is bought or absorbed by people. 

While stores naturally classify goods by departments, 
customers think of goods in terms of what the goods 
do, the kind of need they supply. And while depart- 
ments serve a convenient basis for figuring stocks, costs 
and other elements of store operation, they do not serve 
as a practical basis for figuring out how the population 
absorbs goods. 

Since buying goods by customers’ follows needs, the 
only safe basis for getting a line on the amount people 
will buy is to classify merchandise according to human 
needs. 

Here is such a classification with a few typical ex- 
amples of each type. In the table shown in the center 
of the page the proportion of volume done on each type 
is shown using 2800 as a typical day’s sales on all types. 


NECESSITY GOODS—typical items: plain clothing, 
personal furnishings, lower priced hosiery, shoes, un- 
derwear, bedding, dress goods—items representing a 
wide range of general needs of a personal and family na- 
ture; retail buying influenced by calendar seasons, fami- 
ly activities and weather. General price ranges, $2 to 
$30 an item. 

UTILITY GOODS—typical items: kitchen utensils, 
laundry supplies, wooden, tin and glassware, small hard- 
ware, brooms, polishes, etc.—items representing a nar- 
row range of specific needs of family and household 
nature; retail buying influenced by calendar seasons 
and size of family; general price ranges, 20 cents to 
$2.40 an item. 

CONVENIENCE GOODS—typical items: refriger- 
ators, electrical appliances, roasters, toasters, vacuum 
cleaners, washing machines, electric cookers, electric 
irons, etc.—items of merchandise a wide range of spe- 
cific needs of a household nature, time-and-labor saving ; 
retail buying influenced by size of household and family 
and rising level of family activities; general price 
ranges, $6.50 to $80 an item. 

IMPULSE GOODS—typical items: notions, small 
wares, toilet goods, mirrors, ribbons, fancy goods, 
etc.—Items of merchandise representing a wide variety 
of general needs of a personal nature; retail buying 
influenced by calendar seasons and family activities; 
general price ranges 60 cents to $4.20 an item. 

PERSONALITY GOODS—typical items: gloves, 
neckwear, hosiery, ornaments, blouses, hair goods, veils, 
neckties, spats, ete.—Items of merchandise representing 
a wide variety of needs of a personal nature; retail 
buying influenced by calendar and social seasons and 
style trends; general price ranges $3 to $28 an item. 


(s00D Days 


By Guy} 
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LUXURY GOODS—typical items: furs, fine, jew- 
elry, art wares, oriental rugs, precious stones, costly 
perfumery, etc.—Items of merchandise representing 
a wide variety of personal needs; retail buying influ- 
enced by caprice, ability to pay, discriminating taste; 
retail buying influenced by social activities, personal 
and family occasions; general price ranges, $60 to $300 
an item. 

STYLE GOODS—typical 
suits, coats, wraps, mil- 


items: gowns, dresses, 






Convenience goods 
Impulse goods 
Personality goods 
Luxury goods 
Style goods 


9,200 of total population 
4,600 of total population 
13,800 of total population 
9,200 of total population 
41,200 of total population 


inaaeers 128,800 of total population 
The total population is 








Seven groups 





linery, fabrics, laces, etc. 
—Items of merchandise 
representing a wide 
range of general needs of 
family and personal na- 
ture; retail buying influ- 
enced by current mode, 
calendar seasons, social 
activities; general price 
ranges, $20 to $120 an 


Type of Merchandise 





Necessity goods do 


Dividing the Day’s Business 


ERE is the relative amount of volume 
done on each type of goods in relation 
to a total daily volume of $2,800: 


10/28ths or $1000 


140,000 so 128,800 is 92 
per cent. This means 
that 92 per cent is the 
active buying population 
that spends money daily. 
(No entire population 
spends money every day.) 

Notice that 13,800 peo- 
ple are active buyers of 
utility and convenience 


Volume done by each 
type 


aie i ri goods out of a total popu- 
1/28th or 100 : lation of 140,000 people. 
3/28ths or 300 About half that number 
2/28ths or 200 buy eye _— of 
9/28ths or 900 some kind every day. 


The point is this; that 





' Utility goods do 
ae Convenience goods do 
Notice that utility and : 5 

convenience type groups Impulse goods do 
; Personality goods do 
include electrical goods 

ine ; Luxury goods do 
and allied items; then no- Styl d 
tice on the table the rela- yle goods ” 
tive amount these groups Sienna rsa 


do on a $2,800-day’s vol- 
ume, $300 or 3/28 of total 
in May. This ratio varies 
in other months. 

Any storekeeper who 
will read the above classi- 
fication can see why peaks 
and valleys occur in a 
week’s selling of general 


above $800. 





28/28ths or $2800 total 


Twenty-eight hundred dollars is used for 
the sake of round numbers because seven is 
an exact multiple of 2800. The ratio of each 
type to total 1s the same on any daily volume 


in a population of 140,000 
or any multiple of it from 
1/10 to 1/12 of the people 
supply themselves with 
some kind of electrical 
goods. If your store has 
four high-volume days 
and two low-volume days 
a week in May, you are 
getting an average share 


day’s 
sales 








lines, or electrical goods. 

It is plain that, for example, necessity goods will 
draw a large percentage of the population any day be- 
cause the kind of needs supplied are universal and con- 
tinuous; everybody needs the items described as typical 
and many others. Naturally these items draw a lot of 
people into a store every day. 

Utility and convenience goods draw fewer, but the 
few represent whole families and households; electrical 
goods, a division of the two groups, draw less popula- 
tion than necessity goods but get the benefit brought 
about by people in large numbers entering the store. 

Keep in mind that business comes from only one 
source—the numerical population and its needs. 

For example, assume your store is in a city of 140,000 
population. Here is the relative amount of population 
required to absorb the retail volume on each type of 
goods: 

Necessity goods 

Utility goods 


56,200 of total population 
4,600 of total population 
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of the population-busi- 
ness; if the reverse, less than your share. But if you 
average four good days and one medium and one low 
one you are doing pretty well. 





Why Not More Joy? 


EADING numerous appliances advertisements 
R leaves one interested but not enthusiastic. 
One reads much of economics and mechanics, 

but little of “the joy of use.” The automobile is per- 
haps the most marvelous mechanical apparatus ever 
sold to the public, but how little of mechanics you read 
in the advertisements. Perhaps the job is too large 
and the copywriter has had to fall back on lesser things 
and he had talked about the “joy in use,” or the “pride 
of ownership” or the “lure of beauty.” Did you ever 
find out how a talking machine operates by reading an 
advertisement? There is luxury, beauty, joy, ease and 
social value in an appliance, so why not sell these points? 








Items and Ideas for Hot 
Season Sales 


People who rough it during the summer will need 
portables, of course, and then there are 
many accessories that fit in 


By Arthur Sinsheimer, Radio Editor 


HEER up! Things are sel- 
CC dom as bad as they seem. 

We sometimes designate busi- 
ness as “bad” and talk about it so 
much that our actions create a bad 
impression on customers and they 
hesitate to buy because of our lack 
of enthusiasm. It’s a sort of vicious 
circle that swells to such abnormal 
proportions that the complaint be- 
comes chronic and everyone in the 
trade pulls a long face. 

While you probably will experi- 
ence a tendency toward the slacken- 
ing off of radio sales during the next 
few months, just as has been preva- 
lent for the same period of former 
years, there are plenty of things you 
can do to offset a lot of the slump 
and there’s no time like the present 
to start in on it. 

Variety is the spice of life with a 
good many people and, having been 
shut up indoors during the long 
wintry months, most everyone has 
started already, or will soon be en- 
joying the good fresh air by way of 
automobiles, boats, vacation and 
seashore commuting. Which all 
means a new type of radio selling 
so as to move the sets, parts and 
accessories off of your shelves. 

And with this brief outline, it is 
easy to understand why you’ve got to 
shape up the merchandise in your 
department so as to take care of the 
somewhat different demand which 
will be apparent in the summer radio 
purchases of your customers. 

First there are the so-called porta- 
ble sets which are available in the 
market for every kind of outdoor 
use. Sell the idea of owning one to 
those of your customers who con- 
template an extended auto trip or a 
summer bungalow at seashore, coun- 
tryside or mountain. 

There are several good portable 
and semi-portable sets, together 
with compact standard jobs in sev- 
eral varieties that are ideal for your 


“going away” customers, and even 
though you wouldn’t be expected to 
carry all of them in stock, you owe 
it to yourself and your prospects to 
have on hand some good information 
concerning such merchandise. 
While considering portable sets, 
there is just a word or two about 
batteries that must be said. Small 
dry cells are the ideal for this use 
and therefore your stock of batteries 
for summer will be just a little dif- 
ferent than those you carried during 
the winter months. One and one- 
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HE RADIO TRADE SHOW will 

be held in the Hotel Stevens, Chi- 
cago, the week of June 13. Every mer- 
chant selling radios will be welcome to 
look over the models prepared for the next 
selling season. The curious public will not 
be admitted. 

The manufacturers have responded won- 
derfully. The 19,000 feet of floor space 
provided for exhibits was quickly sold. 
The demand continued, and all space ap- 
plications were reduced. Later it has been 
necessary to decline many applications. 
This situation, says a letter to Mr. Sin- 
sheimer from H. H. Frost, chairman of 
the Show Committee, and G. Clayton 
Irwin, Jr., general manager, indicates an 
unprecedented success of the trade show 
idea. 

The one thing necessary to carry the 
show on to an ultimate succes’ is for those 
who sell radio to the consumer to attend 
the show, look over what is offered and 
be ready for an early start next season. 
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half and 4'4-volt variety for the 
“A” 2215 and 45-volt in small and 
medium sizes for the “B,” and 414- 
volt for the “C” will have the call 
because of their lighter weight for 
carrying purposes. The WD12 and 
199 type tubes will have the run for 
portable set use because of their low 
current consumption. 

Now I’ve probably talked so much 
about portables that the impression 
might be that this is all there is to 
summer radio business, so let’s go 
on with a few more ideas on the sub- 
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The Man Who Knows 











ject of bolstering up hot weather 
radio selling. 

Hundreds of people who bought 
their radio sets from you last fall 
and winter are not going far from 
their front porches this summer. 
What they need are extension cords 
and extra loud speakers which can 
be placed outside so that they can 
sit on the lawn or porch and be 
properly entertained with the same 
good quality of music and educa- 
tional features that have pleased and 
interested them during the indoor 
season. Lots of people don’t think 
of a simple idea like this, so it’s up 
to you to sell it to them. 

Others of your customers might 
go away for the summer and take 
their regular sets with them, but 
they ‘probably won’t bother to take 
down their aerials or cart along bat- 
tery equipment, especially if they 
have battery eliminators. Here are 
more sales of aerial wires, insula- 
tors, lightning arresters, lead-ins, 
batteries and other accessories you 
can easily grab off if you go about 
it in the right way. 

And to those people who have no 
sets, make a special summer drive to 
interest them in buying one whether 
they are going to the bungalow or 
staying home, for what could be bet- 
ter on a hot summer’s night than to 
sit around the home coolly clad and 
have the musical entertainment from 
various night clubs and hotels to 
liven things up? 

This summer business isn’t going 
to walk right into your front door 
without your making a_ personal 
effort to gather in all the sales you 
possibly can. With the improvement 
of broadcasting conditions, it should 
be possible to awaken enthusiasm. 
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1—Contest closes June 9. 5—The winner will be announced in the second issue 
2—Contestants must be connected with retail sales of of the ELECTRICAL GOoDs following this issue. 
appliances, or radio, 4—The Staff of ELECTRICAL GOODS SECTION will be 
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T this season of the year every 
radio dealer is keenly inter- 
ested in maintaining every 

possible profit from his radio de- 
partment. 

One especially good 
profit and one which it appears has 
neglected or overlooked’ by 
many dealers is to be found in 
battery charging light-socket- 
power installing. 

If this comes to you as an insight, 
so much the better, for it may en- 
thuse you at a time when your set 
installations are diminishing and in 
expressing our opinion on this sub- 
ject, it is given with a sincere basis 
of experience along the line. 

Inasmuch as there are two distinct 
parts to our discussion, let’s con- 
sider them singly and first take up 
the matter of battery charging. 

Battery charging, as a profitable 
end of our radio department came to 


source of 
been 


and 


us almost by accident. 

In the sale of radio sets, doubtless 
your experience for the past couple 
with 
been 


of seasons has been identical 
our own, namely—you have 


Endless Chain 


Before 
going into the 
business, 
we kept 
accurate 
records 
of a few 
batteries. 

In photo are 
A. H. Van Voris, 


Theo. G. Rew. 


selling mostly the larger sets. Say 
an average of five and six tube out- 
fits, equipped with storage A _ bat- 
teries. 

Naturally, when you sell a_ set, 
one of the components of this set 
therefore is a storage A battery and 
figuring on your installations for 
the past two seasons (and we, for 
a matter of record, have a radio man 
and have sold radio in our hard- 
ware store for five years), you will 
see that in any community thus 
served, there is a rather consider- 
able number of storage batteries to 
be taken care of—by some one. 

Is this somebody YOU? 

It appears that most dealers have 
passed the continuous servicing of 
these storage batteries to battery 
stations. 

The dealer has sold countless stor- 
age batteries as components of his 
sets but he has not seen the advisa- 
bility of providing any means for 
attending to them when they are 
run down from a few weeks’ use. 

Again, I say, it was by accident 
that we discovered this business. 
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By Arthur H. 


I suppose at the time of discovery, 
a season or two ago, most of us were 
selling more dry battery operated 
radio sets than storage battery sets 
and so we did not at once hear any 
great cry from our storage battery 
set customers about keeping their 
batteries in condition, servicing 
them, and so on. 

And, when one or two set custom- 
asked about getting batteries 
charged, I brought down my own 
personal household charger, ran up 
two or three batteries for our cus- 
tomers and then took the charger 
home again. This was repeated 
every few days. 

This was sufficient for that early 
day and it satisfied the needs of 
those customers who really looked 
to us in the matter. 

As a natural development, this 
convenience appealed to more and 
more customers and, merely as a 
convenience to them, we decided to 


ers 


purchase a home-size charger simi- 
lar to my own good make, charge 
the purchase to radio expense and 


take care as best we could of all 
customers who asked us to attend to 
their radio storage batteries. 

But we did not go after their 
business. 

They came to us and we cooper- 
ated. 

We had no thought of making a 
profit. 

As I say, the development was in- 
creasing in proportion to the num- 
ber of larger sets sold by us, and if 
you have enjoyed a good radio busi- 
ness for the past two seasons you 
will, of course, know that small tube 
have passed into the back- 
ground of crystal receivers. 


sets 


Your experience has been identi- 
cal with ours, I daresay. 

Last fall we decided to make a 
regular thing of the battery end of 
the business and so at the very out- 
set, in order to know just where we 
stood before really going after the 
business, we obtained the coopera- 
tion of the local light and power 
company. A separate meter was in- 









of 


Battery Profits 


Van Voris 


stalled temporarily on our battery 
charging line, which then consisted 
of two home-size chargers, costing 
the dealer, as I recall, $18 each. 

We kept accurate record of all 
charging done for customers, of all 
loan batteries provided for them 
during the period of charging and 
of all recharging of loan batteries 
belonging to us—and by accurate 
record checked against the meter, 
we found to our satisfaction that 
there was good profit in it for us. 

With that information at hand, 
we purchased a third charger of the 
same kind; we advertised to do bat- 
tery charging at a rate of $1 per 
battery (radio or auto). We agreed 
to call for and deliver the customer’s 
battery for $1.25, and further to 
supply a “loan”? for whatever period 
was required to place the battery in 
the string, at a nominal additional 
charge of 25 cents, the time limit be- 
ing entirely up to us and, naturally, 
we never lose any time when one of 
our “‘loans” is in a customer’s home. 

And, by the way, in comparison to 
the charges of the two local battery 
stations and the several garages 
which do charging, our price is quite 
similar except that I believe they 
make a distinct charge of 25 cents a 
day on “loans.” 

All season, right up to the date of 
writing, our chargers have been go- 
ing night and day. 

We keep the same daily record 
mentioned for the test period when 
we were checking against the meter, 
to establish our cost. 

Now here’s another slant. 

If you wonder why we don’t get 
one of those fairly expensive “pro- 
fessional” battery chargers, since 
our volume of business would more 
than warrant it (and it would, for 





Mr. Van Voris especially makes 
the point that this is really answer- 
ing a demand of the radio custom- 
ers and is profitable. 
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Only a 
few minutes 
each day to 
use the 
hydrometer, 
volt - meter 
and distilled 
water syringe. 
In photo A. H. 
Van Voris on 
daily routine. 


we invariably have half a dozen or 
more batteries ahead of us), let me 
say that at regular intervals, we 
“sell off’? these used chargers at a 
slight margin over their cost. 

To be specific: the charger costs 
the dealer a net of $18 (with a re- 
tail price of $28); after we have 
used one for several weeks of con- 
stant, hard service, there is general- 
ly some customer who is glad to buy 
it up for his own radio and auto bat- 
tery at a price around $22, knowing 
exactly what he is buying—and we 
have never had a complaint from 
one of them. 

This gives us a turnover which is 
very desirable—a _ turnover” of 
equipment—for the margin is too 
slight to consider it as a profit item 
in itself. 

Lest some skeptic hops up with 
the question about ruining these 
home-size chargers, burning out the 
rectifier bulbs, etc., I can only assert 
that with our practical method of re- 
placing them as indicated at fairly 
regular intervals thru selling the 
used ones to customers, we have 
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actually burnt out just one bulb in 
two years and that was in the three- 
year-old outfit which I originally 
brought down from my own home. 
So you see the expense of upkeep is 
too negligible to mention. 

You might like to know that our 
average low rate, as established by 
the amount of electric current con- 
sumed from all sources in our store 
circuits per month, is between nine 
and ten cents per kilowatt hour and 
that is not low, when compared to 
the power rate granted to battery 
stations with their “professional” 
chargers. 

In other words, their chance to 
make money on battery recharging 
is better than but we have 
offset this advantage by securing 
volume through going after the busi- 
ness—and we have all we can com- 
fortably handle and our advertising 
(run in connection with regular 
store advertisements and in classi- 
fieds) is increasing it all the time. 

None of us feel like telling the 
other fellow how to run his business, 


Ours, 


(Continued on page 50) 














‘Three of a kind 


“AFTER trying a number of differ- 
ent makes of batteries we find that 
Iveready is the best, and use them 
exclusively” Carl J]. Gates, 
Vianager, Gates Electric Co., 
Gulfport, Miss. 

“Since we have been in the retail 
business we have made it our pol- 
icy to handle only standard radio 
sets and batteries. We have found 
that 75 per cent of our customers 
demand Eveready Radio Batteries. 
We believe that they are easier to 
sell than any other batteries, as 
they are nationally advertised.” 
The Pine 
Bluff, Ark. 


“We consider the Eveready ‘B’ 


Electric Shop, 


Battery line has the fastest turn- 
over and best profit of any line we 
have ever handled.” . . . Norwich 
electric Shop, Norwich, N, Y. 
veready Radio Batteries are 
profitable items for every elec- 
trical shop. Order from your 
jobber. 
Manufactured and quaranteed by 
NATIONAL CARBON CO., INc. 
New York 


San Francisco 


ional Carbon ¢ Limited. Toronto. Ontario 





‘Tuesday night means Eveready Hour 
—9 P. M., Eastern Standard ‘Time, 
through the following stations: 


WEAF—Vew Vor wsar-Cincinnati 
wWJAR-Providence wtram Cleveland 
weetr- Boston ww-Detroit 

WAG Worcester WGN Chicago 

wri Philadelphia woc-Daven port 
woe Bufialo { Minneapolis 
WCAE [Pittshurch WOOO) St. Paul 


KsD-—St. Louts 


EVEREADY 


Radio Batteries 


-they last longer 
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Gates Electric Co mpany 






































The Electri Shop 
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FLASH LIGHTS 
& BATTERIES 


windows ] 2s ame 
bring 
business 


‘‘By DISPLAYING and pushing the Eveready 
line, I feel that both my business and my cus- 
tomers benefit,” says Mr. John Rasmussen, 
proprietor of the Electric Service Shoppe, ge & 
Trenton, N. J. ““My customers, because they veneer FiasHuicnts 
are assured of the best. My business, be- ee “ ote a he 
cause the Eveready line stamps me as a dealer 
in the best.”’ 














tee your f-shlight 


y + + A 


‘It has been our experience that an [ver- 
eady customer is a satisfied customer,” says 
4 Mr. Samuel Brackman, proprietor of the 
FE Brackman Electric Co., New York, N. Y. 


‘The man who knows buys Eveready.” 

















+ A + A 
“The quality of I:veready merchandise, 
the fair margin of profit, and the 100% co- 
operation between manufacturer and dealer 
have sold us thoroughly on the I:veready 
line,’ says Mr. Wm. M. Inman, proprietor 
of the Inman Specialty Store, Holyoke, Mass. 
y y q 
“Eveready” in the window attracts many 
customers to your store. Stock and display 




















genuine E.veready Flashlights and Batteries 
—it pays. 
NATIONAL CARBON COMPANY, Inc. 

New York San Francisco 

Atlanta Chicago Kansas City 

Unit of Union Carbide and Carbon Corporation 

, -they sell faster Inman Specialty Store, Holyoke, Mass. 
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Here are two beautiful sun rooms, but let your imagination carry you to evening. The upper one is equipped 

with two beautiful, sturdy pottery lamps and a bridge lamp that seems out of place. All keep the light below the 

eye level. The lower is lighted by one ceiling and two wall fixtures and a tall lamp that is above the chair level 

and will probably blow over when the door is left open. Besides, it is the only wooden piece in the room. A good 
lamp salesperson is needed here 
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Above; a corner of the kitchen equipped with cabinet, 
folding breakfast nook and table, used in breakfast 
and luncheon demonstrations when food is prepared 
by appliances on table—At right; simplicity of the 
electric range being demonstrated—Below at left; 
the auditorium seats nearly 100 and as many more 
can sit or stand on “side lines” and often do. Prac- 
tical demonstrations are conducted by experts on this 
stage in all branches of electrical cooking—At right; 
electrical refrigeration is very thoroughly demon- 
strated. In this case the inquiring woman is build- 
ing a new home 
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These window displays are selected from the prize winners in the recent window display contest conducted 
by the Day-Fan Electric Co. There is an interesting contrast in these displays. Above is an excellent 
example of the human touch. The figures and costuming are so good that one dees not need the “Bed Time 
Stories” caption. Leslie D. Slack of the Wurzburg Dry Goods Co. of Grand Rapids, Mich., is the author. 


The lower window, by the Erie Dry Goods Co, of Erie, Pa., depends upon an orderly, well balanced display 
of merchandise. 

















EDITORIAL PAGE 


About Competition 


OME merchants spend a very considerable portion 
~ of their words in condemning competition. In 

this connection it is interesting to note that 
Bradstreet’s report says: “32.8 per cent of business 
failures are caused by incompetence and only 1.1 per 
cent by competition.” It would be interesting to have 
a percentage of the discussion of incompetence as 
against competition. The moral would seem to be to 
talk about your own short comings, instead of those of 
your neighbor. 





In Cleveland, effective cooperation between the 
electrical industry and the hardware and depart- 
ment stores exists. 


Mothers’ Day 
M OTHERS’ DAY is the second Sunday in May. 





Chiefly due to this fact, the committee in 

charge of the concurrent advertising cam- 
paign for electric appliances decided upon gift adver- 
tising for May as well as June. May also has its share 
of weddings and graduations. Gift window displays 
and advertising will get for the merchant a share of 
this business and, after all, what is a better gift for 
mother than an appliance that will mean something in 
the way of leisure and less slavery every day. 





The Electrical League of Pittsburgh reports an 
understanding between the electrical interests and 
the appliance dealers. 





Red Séal Plan 


ERHAPS it is none of our business, but we wish 
Pp register dissent to a recent decision whereby 

ceiling outlets were eliminated from the require- 
ments for an approved Red Seal Plan home. We have 
urged merchants to aid this Red Seal Plan. We be- 
lieved it a good movement. But we do not believe that 
the average family is going to be satisfied with a house 
where no provision is made for overhead lighting in 
the living and bedrooms. There are times when over- 
head lighting is almost indispensable. We do not be- 
lieve this is a step of progress. We believe it is a con- 
cession to cost—a tendency that has been a serious 
drawback to the house-wiring industry. 





In Chicago a refixturing campaign is to be spon- 
sored by the electric service company, and all 
dealers will be invited to participate. 





You Must Know 


ECENTLY a washing machine maker ordered a 
R hardware merchant to do a certain sort of 
trade promotion and canvassing. He objected, 

lost the sales franchise, got another and sold rings 
around the new dealer who followed the factory or- 
ders. At the same time a live hardware dealer in an- 
other community did as this manufacturer ordered and 
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scored a huge success. Both of these men knew their 
trade communities. The first knew that his territory 
had been canvassed to death, that it was time for a 
change of methods. He won. The other man knew 
his territory was ripe for a canvass and he won. You 
must know your own territory and decide accordingly. 





Merchants selling ice refrigerators are invited to 
participate in an electrical refrigeration campaign 
sponsored by the Ohio Public Service Co. 





Refrigeration Prospects 


OW comes the testimony of stores selling elec- 
| \ tric refrigerators that the best source of pros- 

pects is in the regular customers who come to 
buy ice refrigerators and who are given a demonstra- 
tion of the electric refrigeration. This is merely a 
support for the contention of ELECTRICAL GoopDs that 
the great mass of the people expect to buy improved 
merchandise at the same place they bought the old 
style article. Also it supports our belief that any mer- 
chant who is selling ice boxes today is making a seri- 
ous mistake if he is not introducing to his customers 
the new refrigerators. 





In Los Angeles the electric service companies in- 
vite merchants to use their display for customer 
demonstration purposes. 





Fans for Profit 


OW is the time for all good housewares mer- 
| \ chants to rally to the support of the electric 

fan trade. Get your stock in shape, plan your 
window displays and be ready to get busy instantly 
when the first hot spell comes. Also it is a good time 
to write to your customers and suggest a test of fans 
to be sure they are in running condition. Suggest to 
owners that there will be a grand rush when hot 
weather comes and getting new parts and other re- 
pairs are likely to be delayed. 





The recent meeting of the representatives of the 
electric service companies and merchants in Chicago 
is regarded as the beginning of the end of the un- 
fair merchandising competition. ; 





Radio Accessories 


OME recent trade statistics have placed the radio 
~ accessory market as 60 per cent of the total. That 
is, 40 per cent is receiving sets and 60 per cent 
batteries, tubes, loud speakers, battery cord sets, aerials, 
socket power sets of various kinds and gadgets. Most 
of this merchandise is legitimate and the interesting 
thing about the accessories, is that they do not suffer 
a summer slump to the extent of the receiving set busi- 
ness. Better look into this feature of the business. 





The “trade be damned” policy will soon be as 
dead as the former “public be damned” policy of 
public utilities. 








Sally Books Her Biggest Order 


“She'll still be in the family,” commented Mr. Bangup when he heard 
that his progressive department manager had accepted an 
order for an electric home for herself and 


OR six months, under Sally 
FH ive: expert guidance, the 

housefurnishing department of 
Bangup’s Big Department Store 
hummed with activity. In that time 
much water had flown down the 
Mississippi and the permanent 
model kitchen display had under- 
gone many changes and several ad- 
ditions that kept the interest of the 
store and its patrons very much 
alive. 

To the kitchen was added a dining 
alcove which alternated character 
with a breakfast room, and some- 
times even a full-fledged dining 
room, a living room, and a nursery 
which also appeared sometimes in 
the guise of a master bedroom or 
even a children’s playroom. And, of 
course, there was a charming gray 
and blue laundry. 

Already the housekeeping wives 
of Bustleburgh were depending on it 
for guidance in the matter of se- 
lecting new 
equipment, fur- 
nishings 
and decorations. 
They came 
sometimes only 
for the purpose 
of seeing the 
latest thing in 
bedroom cur- 
tains, lamp- 
shades, or just 
kitchen shelf 
decoration, but 
for whatever 
reason, they 
came often to 
visit the model 
apartment 
which, by 
shrewd manage- 
ment and co- 
operative in- 
stinct, Sally had 
organized and 
succeeded 
in erecting on 
her floor. 

It was deter- 
















her immediate superior 


By Ethel Wan-Ressel Chantler 





mined the furnishings would be 
changed at least monthly—and in 
this way new stocks and overstocks 
in all departments could be kept 
moving. A part of Sally’s plan to 
better sell the idea of electrical 
equipment was to have the same ap- 
pliances showing always in the same 
place. The only change occurred in 
the various makes of the same ap- 
pliances handled by the store. 

In the kitchen, for example, there 
was always the electric cooker, even 
when the range was gas or oil; the 
various kitchen utility motors were 
likewise prominent, and so was the 
electric refrigerator. The electric 
dishwasher alternated with one oper- 
ated by water power. The ventilat- 
ing fan installed in an artificial 
window proved a real source of in- 
spiration for the curtain-goods de- 
partment and kept them 
busy designing attrac- 
tive window curtains 

| that would not catch in 
~ Ry it when operating. As 

__\ a result both of these 
—— 


“Write this order please; ‘One perfect home for Mr. and Mrs. J. J. 
Haddon.’” “Accepted if it is ’lectric,” Sally responded. 


32 


lines made good. sales_ records. 

The dining alcove or breakfast 
room always had the table set for 
a meal to be cooked on table electric 
appliances. Dolls and other toy per- 
sonalities were seated around the 
table and a model appropriately 
garbed was posed to preside over the 
appliances. Then sometimes real 
demonstrations were given here, 
with real meals cooked on the ap- 
pliances. 

The nursery was another source 
of high interest. In it were dis- 
played the latest in nursery furnish- 
ings and equipment. There was, 
for example, always the electric 
radiant heater ready ever to supply 
extra heat when needed. A small 
ventilating fan to keep the air fresh 
in the room, and a milk-bottle 
warmer. On the top shelf of a ward- 
robe, beautifully arranged as _ to 
shelves and a low-hung pole, were 
the electric heating pad, immersion 
heater and several other things not 
in daily use. 

The living room boasted a tiny 
electric piano sold in the store, a 
radio, and sometimes a radio in 
combination with a phonograph. An 
electric coal grate in the ar- 
tificial fireplace, tobacco 
lighters and various lamps. 
Often in the midst of this 
room, or not far off, stood 
the electric cleaner and floor 
polisher which could 
be demonstrated 
under actual 
home conditions 
within a mo- 
ment’s notice. 

The laundry 
was always blue 
and gray and 
the only things 
that changed 
here were the 
make of ap- 
pliances. 

Naturally 
Sally’s floor dis- 
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plays were guided greatly by what 
was being exhibited in the model 
rooms, and her buying was also 
guided accordingly. It was her rule 
never to show anything in the apart- 
ment that she could not supply 
within a reasonable time. 

Throughout the six months, 
Sally’s interest never wavered and 
the whole store benefited by her 
clever activity. In furnishing and 
refurnishing the rooms the first two 
months the other department heads, 
including the vice-president, a Mr. 
Haddon, who was thought to be 
something of a decorator and who 
was sponsoring this clever sales 
agency, constantly deferred to her 
judgment. After that the other de- 
partment heads merely sent up the 
things they wanted to show, leaving 
the work of refurnishing the rooms 
entirely to Sally and Mr. Haddon. 

Since this was always done in the 
evening by the two of them and 
two helpers, she and Mr. Haddon 
often took dinner together at a 
neighboring restaurant. This nat- 
urally led to a warm friendship be- 
tween them and it soon became evi- 
dent, perhaps to everyone but Sally, 
that Mr. Haddon’s interest in Sally 
was greater than in the furnishing 
of the model rooms. 

Late one evening, after the sixth 
or seventh refurnishing of the apart- 
ment, when the last chair had. been 
put in place and the helpers had left, 
Sally was putting the finishing 
touches on the living-room cushions 
and lamps. Mr. Haddon, observing 
her through speculative eyes, sighed 
sadly: 

“I’m sick of furnishing other peo- 
ple’s houses—aren’t you?” 

“Not exactly,” Sally bantered, her 
eyes averted. “I suppose I find my 
outlet right here,” she smiled mis- 
chievously, knowing perfectly well 
what was coming. 

“You’re very fortunate,” he re- 
torted. “I wish I could get my 
thrills by proxy.” 


9 
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Good Bye and 
Good Luck 


R. BANGUP, who has ac- 
companied Sally in _ her 
romp through the pages of ELEc- 
TRICAL Goops, has a sound busi- 
ness philosophy. It was an ordi- 
nary business hazard to pick a 
sales girl and put her in charge 
of an experimental department— 
that of electrical goods. 

He must have felt a thrill of 
pride as she developed. When 
informed that she was to marry 
one of his merchandisers, he 
shrugged his shoulders and re- 
marked: 

“She'll still be in the family.” 

And there he recognized the 
power for good of the wife of a 
worker. There is a merchandis- 
ing lesson in that, just as there is 
a merchandising lesson in Sally’s 
career. 

As Mrs. Chantler has told this 
story, she has related the high 
point of experiences of several 
buyers. The ideas presented stand 
for themselves. Some _ readers 
have told us they were good. 
But above that, it has been illus- 
trated in this series that once a 
person begins developing ideas, 
that others come thick and fast— 
if the person has capacity. 

At first Sally needed help from 
her family. Once started, she 
was way ahead and only talked 
with them to “see how it worked 
on the dog.” 

We believe that many have 
and can profit by the story of 
Mrs. Chantler’s heroine since she 
made her appearance in_ these 
pages last May. 

Let us all wish her as much 
success in her own electric home 
as she had in devising electric 
homes for others. She has gone 
the way of many successful busi- 
ness women but her influence re- 
mains and we can say 

“Good Bye and Good Luck.” 


“And why can’t you?” she 
prompted. 

“I’m something of a realist, you 
know.” 

“But so am I,” she laughed a little 
nervously as she watched the two 
helpers entering the elevator at the 
opposite end of the floor. 

“That’s fine,” he broke in quickly. 
“Il was hoping you were,” and began 
looking around for something. Un- 
able to find it, he turned to her. 
“Have you an order book handy?” 
he demanded. 

She shook her head. “Won’t this 
do?” she held up a piece of paper. 

“It will serve as a memorandum 
of my order,” he said in a business- 
like voice. ‘‘Will you write it down, 
Miss Hope?” 

“Certainly,” she replied, as she 
took a seat at the living room table 
and poised her pencil to write. 

Mr. Haddon cleared his throat and 
began slowly, giving her time to 
write it out. 

“One — perfect — home — for — 
Mr. — and — Mrs. — J. J. Haddon.” 

When she finished he put his hand 
over hers and held it tightly as he 
asked, “Will you share it, Sally?” 

Sally, the veteran saleswoman, 
never lost her poise throughout a 
transaction involving the biggest 
order she’d ever booked. 

“That all depends.” 

“On what?” 

“That it be all ’lectric.” 

“Accepted!” he cried, leaning 
toward her happily just as the ele- 
vator came to a stop on their floor 
to take them down. 

“We'll seal that bargain in the 

r,” he whispered into her ear hap- 
pily as the elevator shot down to the 
main floor. 

When Mr. Haddon told Bangup he 
was about to lose his best merchan- 
dising executive, he looked uncon- 
cerned. 

“What’s the difference?” he said, 
shrugging his_ shoulders. “She'll 


still be in the family.” 
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“Let’s All Sell Together” 


Electric Service Company manager, planning refrigeration drive, invites 
merchants to come in for sales and profits 


cooperative sales effort on 

lighting fixtures that he has 
undertaken a similar spring cam- 
paign to boost the sales of electrical 
refrigeration. Just now he is 
combing his territory to find de- 
partment and other stores selling 
refrigerators that want to sell the 
new refrigerators. 

Perhaps it would be best to tell 
about the fixture campaign first. 
Mr. Dunn is the General New 
Business Manager of the Ohio Pub- 
lic Service Co. His company oper- 
ates lighting service in more than 
100 Ohio communities, with a total 
of 60,000 wired homes. In the 
larger communities the company 
operates salesrooms. These com- 
munities include Warren, Elyria, 
Lorain, Alliance, Ashland, Mans- 
field, Massilon, Sandusky and Port 
Clinton. 

Where salesrooms are not oper- 
ated, effort is made to sell appli- 
ances and lighting equipment 
through salesmen. Nov. 1 last the 
company began a 30-day lighting 
fixture drive. It was decided to use 
2000 fixtures as the bogey and this 
figure was considerably exceeded— 
proving that there is a considerable 
market for replacement lighting fix- 
tures when a selling effort is put 
behind them. 

But this is what we started to 
tell—when he outlined the condi- 
tions of this sale, selected the two 
styles of fixture to be sold, Mr. 
Dunn went to every lighting fixture 
dealer in the territory and invited 
him to participate in the sales drive. 
He offered the dealer a sample of 
each fixture on consignment for 
display purposes, with a readiness 
to supply other fixtures as rapidly 
as required—so that delivery would 
be made in 24 to 36 hours. 

The fixture retailed at $24 and 
was supplied to the dealer at $12.95 
completely wired and with glass- 
ware. If the dealer’s customer 
wished to buy on time payment, the 
Ohio Public Service Co. offered to 
take over the payments at $1 per 


S successful was C. L. Dunn’s 


contract, subject to the ok. of the 
credit department. The terms 
offered a fair profit. 

Several fixture dealers declined 
to participate in the sales drive. A 
dozen or more took part. Five of 
the dealers who participated have 
written to Mr. Dunn expressing 
their appreciation of the opportu- 
nity. One of these merchants said: 
“TI sold more fixtures the month the 
drive was on than any previous 
month in my history.” 

Another wrote: “There are unde- 
niable benefits from such a cooper- 
ative activity as this one and we 
assure you that we are willing to 
cooperate as far as possible in any 
similar movement.” 

“TI think,” says Mr. Dunn, “that 
some of the fixture dealers did not 
join us because they were so sur- 
prised at such an offer that they 
could not realize we were offering 
to play fair with them.” 

It might be explained that some 
of these communities have recently 
been taken over by the Ohio Pub- 
lic Service Co. and in some of them 
the previous owners of the service 
company did not conduct sales- 
rooms. Mr. Dunn says that some 
sharp letters have been received on 
this subject and they have been 
given instant attention. 

Every effort has been made to 
convince the merchants of the com- 
munity that the salesroom is not 
opened primarily as a merchandis- 
ing institution but generally to 
help the sale of appliances of all 
kinds. In some communities it was 
found that appliance merchandis- 
ing was being very poorly done. 
The opening of a service company 
salesroom has put it on a better 
basis. 

“We want to be heplful,” says 
Mr. Dunn, “and we are willing to 
pledge that our merchandising poli- 
cies will not upset any fair prac- 
tices in these cities. We are not at 
all jealous of the merchant who 
sells an appliance. In fact, we want 
to do anything we can to help any 
merchant sell a worthy appliance.” 
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Acting upon the encouraging re- 
ports from the dealers who partici- 
pated in the fixture drive, Mr. Dunn 
is now working out his plans for 
the electrical refrigeration drive 
this spring. Mr. Dunn believes 
that the success of this drive will 
hinge to a large extent upon the 
number of proper merchandising 
points at which the refrigerator is 
offered for sale. 

He has selected the department 
store as this preferred merchandis- 
ing point. He is now seeking to 
place the refrigerators which will 
be used in this drive with depart- 
ment and other worthwhile stores 
where the people come to buy the 
better class of household furnish- 
ings or where refrigerators have 
been sold. 

His requirements will be very 
simple. To participate in the 
drive, the merchant must make 
some selling effort. One man call- 
ing on the store’s customers will 
be sufficient. The discount allowed 
is ample to provide payment for a 
salesman and a profit for the store. 

Mr, Dunn stands ready to finance 
the payment contract for the mer- 
chant if the merchant is not selling 
on similar terms. 

“We know, of course,” says Mr. 
Dunn, “that many merchants ear- 
nestly working for the same thing 
will make better progress than only 
our own selling force. 

“Our merchandising effort is be- 
ing put on a fair basis with all who 
are fair. We are equipped to han- 
dle the service, but we not offering 
free service. We believe that the 
merchant or manufacturer should 
pay during the guarantee period 
and after that the owner of the ap- 
pliance. We will make service costs 
as low as compatible with good ser- 
vice. We will not use free service 
as a means of drawing sales from 
a merchant. We will treat his cus- 
tomers like our own.” 

Which is exactly the policy of 
service company merchandising 
that ELECTRICAL GOODS has advo- 
cated. 
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AN AMAZING 


electric cleaner success! 


Sells over-the-counter—beats canvasser competition 


“A REMARKABLE sa/es success!” 

That’s what more than 15,000 
dealers say. But the Bee-Vac is more 
than that. [tis a profit success, too. For 
it sells over-the-counter, like staples. 
Saves costly canvasser commissions. 
Beats canvasser competition. 


Bee-Vac is low priced. But most 
buyers choose it because of incompara- 
ble quality—remarkable performance, 
unfailing dependability and long life, 
superb beauty of design. 


Guaranteed 
2 full years 


The Bee-Vac is guaranteed, motor and 
all, for two full years. Over a halt-mil- 
lion are in use. Made by one of the 
oldest and largest electric cleaner manu- 
facturers. 


Cleaning tools 


‘nclude 8-ft. hose; swiveled metal con- 
nection; 5-inch aluminum nozzle; brush 
to snap on nozzle; steel connecting tube; 
30-inch extension tube. Consumer’s 


price, $5. 


Spectal features 


Bee-Vac has comfortable handle grip; 
convenient trigger switch; easy to con- 
nect attachments; quick de- 

tachable dust bag; improved 

bag opening device; easy to 

empty dust bag; improved 

bag suspension clamp; auto- 

matic bag valve; perfected 

oiling system; patented 

double swing-back nozzle 

brush. 





Identify the 
Model “*G”’ 


BEE-VAC 
by its 
PURPLE 


For, remember, the Bee-Vac is unex- 
celled in avy way by any electric cleaner 
regardless of price—the same Bee-Vac 
which retailed eighteen months ago at 
$44.50. Yet today, due to a great new 
factory and sales policies which do not 
tolerate the expense of canvassers and 
“high pressure” selling methods, you 
retaul the model ““G”’ Bee-Vac at only 
$29.50. Attachments $5.00. 
Write for attractive proposition. 


BIRTMAN ELECTRIC COMPANY 


Dept. D262 4140 Fullerton Avenue Chicago 


9 
New 


4 
Consumer’s price 


$2.9 


Attachments, $5 


Bee-Vac’s exceptional value permits 
you to sell it over-the-counter, for cash 
likestaples, avoiding costly home dem. 
onstrations and credit losses, - 


Model “‘G” 
—4 BEE -VAC 


my Sy “<> Electric 
Sa Cleaner 
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Ball-Bearing BEE-VAC 
offers these 5 advantages 


TTEMPT to compare the Ball- 
Bearing Bee-Vac with any other 
electric cleaner—and you'll find that it 
excels in every feature claimed for other 
makes, plus five advantages that can- 
not be duplicated because they are typ- 
ical of this new Ball-Bearing Bee-Vac. 


And with the sensational performance 
and dependability features, listed below, 
are retained Bee-Vac’s manufacturing 
leadership and selling economies, which 
make possible a low $34.75 consumer 





price. Full set of attachments $5.00. 


Do this! Order a sample Ball-Bearing 
Bee-Vac from your jobber. Prominently 
display it. Note its light weight and 
ease of handling. See how quickly and 
thoroughly it does its work. Give it 
every test. See why it “‘sells itself’’ to 
your customers without home demon- 
strations. 


Or write for complete details. 
BIRTMAN ELECTRIC COMPANY 


Dept. D262 $140 Fullerton Avenue Chicago 





5 advanta ges 


1 Amazing suction power tor switter 
and more thorough cleaning. 


? Unusual convenience that ends oil- 
ing and oiling worries. This cleaner 
never needs to be oiled. 


4 Satiny smoothness that denotes ef- 
fortless and friction-free operation. 


4 Unfailing dependability which re- 
duces service interruptions to the 
lowest point known. 


Long life assurance making the 
5 Bee-Vac more than ever one of the 
longest lived of electric cleaners. 


Guaranteed 


2 full years 


The Ball-Bearing Bee-V ac 
like the model “G”’ Bee-Vac, 
is unqualifiedly guaranteed, 
motor and all, for two full 
years. It is built to last a 
lifetime. It will practically 
never require service atier 

tion. 












Identify the WAYTI) ’ . 
Ball. Bearing Consumer's price 


¢ 
BEE-VAC 
by its | % 7 5 
MAROON | 
zy Bag 


Attachments, $5 


The Ball-Bearing Bee-Vac is a revolu- 
tionary improvement inelectric cleaner 
design. It is equipped with Norma 
Precision Ball Bearings. 


New 
Ball-Bearmg 


BEE-VAC 


4 
Cs \s 7 4 
— e Fi Electric 


Jy 
7) 4 Cleaner 
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SELLS OVER-THE-COUNTER—BEATS CANWVASSER COMPETITION 
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WINDOW display that makes 
A passers-by ask, “How does it 

do that?” never fails to bank 
the front of the window with inter- 
ested spectators who, time and again, 
try to figure out the mystery, and is 
one of the best possible means of 
drawing attention to the store and 
the goods on display. 

Such a window must contain some- 
thing in motion—always a drawing 
card in itself—to which has been 
added the element of mystery to 
pique the curiosity of the person 
who passes. 

Such a window, used by the Howell 
Bros. Hardware Company of Rich- 
mond, Va., as the central feature of 
a lamp display, blocked the sidewalk 
in front of their store and held the 
attention of the public as long as the 
display remained in the window. At 
times the associated display was 
changed to other electrical items. 

A constantly changing string of 
lamps was passed slowly through 
the window, and as each lamp 
reached a certain point it automatic- 
ally lighted up while the one just 
ahead of it went out. It remained 
lighted for a second as it passed over 
a space of about twelve inches, then 
went out as the one behind it flashed 
on. It was the motion and the light 
of the lamps, some of them flame- 
tints and of all standard sizes, that 
attracted the attention of those who 
passed, and the element of mystery 
back of the display caused them to 
stop and try to figure it out; and 
incidentally look over the goods on 
display. 

The device that caused the lamps 
to move and to light up was simplic- 
ity itself, when one was permitted to 
look behind the display. It is a de- 
vice that can be duplicated with little 
cost and used to good advantage by 
any store that sells lamps. 


Electrical Goods Section 
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You Can 


Havea 


FLASHING, 


MOVING 
Lamp 


Display 
@ 


A simple device that any 
man can buald is allus- 
trated above and it 1s 
guaranteed to stop the 
passersby at your win- 
dows long enough for 
them to study all of the 
merchandise that you use 
on the available floor 
Space. 
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Wood Frame 





The details of the construction and 
operation are explained by the ac- 
companying drawing. 

A wooden frame, of height and 
length sufficient for the window, 
supports two wheels or drums eight 


or nine inches in diameter. Over 
these drums passes a belt of canvas 
or any other suitable material that 
may be handy. This belt carries the 
lamps. 

On the belt is placed ordinary 
porcelain sockets, about twelve inches 
apart or sufficient to provide for the 
number of lamps it is desired to dis- 
play. The sockets are secured to the 
belt by small brass screws or belts 
with the rounded heads placed on the 
under side and connected with the 
terminals of the lamps they carry. 
The rounded heads on the under side 
of the belt must be in two perfect- 
ly straight and parallel lines so that 
they will pass over and in contact 
with the two brass strips that form 
the track and light the lamps when 
they reach the middle of the frame. 

The track may be made of two 
brass strips of length equal to the 
distance from socket to socket so 
that one light will flash on just as 
the other goes out. The two brass 
pieces that form the track are con- 
nected with the lighting circuit in 
the most convenient way; soldering 
one wire of a lamp cord to each side 
of the track is one way. 

Power for moving the belt is fur- 
nished by a small motor, any appli- 
ance motor will do, mounted on the 
frame and connected with one of the 
drums. Moving the lamps slowly 
gives a better effect, and also there 
is less danger of the mechanism get- 
ting out of order than when they 
are driven too fast. 

Merchandise requiring more than 
a casual glance can be used, it is 
assured spectators will linger. 














Labor Saving 
Supplies Best 
Selling Facts 


FTER all, labor saving is the 
A argument that must sell 


electric appliances if they 
are to be used by the owner. 

The beauty of the appliance. The 
“showoft” for company meals and 
many other points may put some 
dollars in your cash drawer, but 
the hearty customer support will 
come only when the owner uses the 
appliance and tells of its advan- 
tayes to her neighbors. 

There are hundreds of women to- 
day who believe they can make 
better coffee with an old flame cof- 
fee pot than can possibly be made 
by a new electrical type of perco- 
lator. Perhaps they can, but more 
likely they cannot. But what sales- 
man has a right to dispute with any 
woman as to the quality of the 
coffee she serves tc the members of 
her family. If the salesman’s ob- 
ject is to lose the sale, that is one 
quick, easy way to do it. 

In percolators the thing to sell 
the woman is the luxury of sitting 
at the table with all members of the 
family, regardless of how long the 
requires, and being able to 
hot, clear coffee without 
back and forth to the 


meal 
serve 
traveling 
kitchen. 

Recently we conducted an inquiry 
among many people about perco- 
lators. We found that the majority 
were not strongly in favor of the 
electrics. The reason, we found, 
was that most of these people had 
bought HOT WATER percolators 
and there was no saving of time 
over the flame heated percolator. 

Those persons who had _ the 
COLD WATER percolators—the 
sort that begin pumping almost as 
soon as the heat is turned on—were 
strong for them. 

So it seems that the electric per- 
colator must be a two-way improve- 
ment over the flame kind. 


Sell It With Figures - - by T. F. Chantler 





[THANK You. | 
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WONT YOU med 






NO. 





| HAVE | 


AT THE NEW A PERFECTLY| 
| PERCOLATER ? GOOD COFFEE 




















THIRTY YEARS" THATS 10,950 
DAYS. COFFEE TWICE DAILY— 
21,900 TIMES —STRIKING MATCHES, 
LIGHTING AND REGULATING FIRE. 
ONE TRIP TO RANGE WITH COFFEE Por: 
ANOTHER, WHEN POT BOILS; ANOTHER. 
WHEN YOU POUR THE 

COFFEE— 65700 TRIPS = 





















PERFECTLY EASY WAY TO MAKE 


BUT IM TALKING ABOUT THE 
GOOD COFFEE 










WOMAN, ITS A FULL THIRTY 
EARS THAT IVE BEEN 
MAKING GOOD 
COFFEE 


ILL HAVE YOU KNOW, YOUNG 
Y 
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FIVE MINUTES EACH TIME You 
MAKE COFFEE ,OR 109,500 MINUTES. 
THATS 228 WORKING DAYS OF 8 HOURS 
EACH. AND THINK OF THE MILES 
YOU'VE WALKED! 


DONT YOU THINK YOU HAVE EARNED 
THE RIGHT TO MAKE COFFEE 
THE EASY WAY? 


- 
-** 
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----THEN YOU PUT THE PERCOLATER 
ON THE TABLE. SWITCH ON THE 
ELECTRICITY TEN MINUTES BEFORE 
TIME TO POUR THE COFFEE, 

















[CAN YOU DELIVER IT BEFORE 
DINNER TONIGHT, OR HAD | 
BETTER TAKE IT WITH ME? 
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Less Labor, She 
Says by Phone 
and Gets Order 


OME men sometimes express 
S the opinion that women should 
have no place in business. If 
this department is to be taken as an 
indication of where the effective 
ideas for the electric appliance sales 
comes from, we would have to ascribe 
most of them to the women. 

It seems that women have a better 
understanding of what appliances 
are than men. Some time ago we 
told about a woman selling a waffle 
iron by telephone. Now comes a 
larger sale practically closed by a 
wire conversation. This time it is 
an electric floor polisher. Here is 
the story: 


°"Phone Talk Wins Sale 
By Mrs. B. W. Owens 
Loveman, Joseph & Loeb, 
Birmingham, Ala. 


WOMAN ealled by telephone 

and asked about floor waxers. 

I told her we sold three kinds and 
named them, giving the price of 
each. I then told her more about 
the electric waxer but she hesitated. 
saying she knew very little about it. 

As I sat at the phone I visualized 
just exactly a demonstration of the 
electric floor waxer and described it, 
dwelling especially on how it light- 
ened the work; suggesting that she 
could easily do the work herself and 
thus avoid the inconvenience of hir- 
ing some one and, of course, waiting 
until the person she hired was ready 
to do it. 

She was especially interested in 
the less energy she would have to put 
in the task and how much better she 
could make the floors appear because 
the work could be carried on without 
much effort until they were done to 
satisfaction. I also told her about 
our club plan of selling, which makes 
payments easy. 

She asked my name and I rather 
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: for publication on this page, and $2 each for each other idea 


accepted for publication. 


We want short stories telling how you 


got people to examine your appliances or radio, and then what 


you did to put over the sale. 


PUTTTTEERTTT ETE id TET 
expected to hear from her some time 
but to my surprise at noon the same 
day she came in, and got the machine 
after the slightest form of demon- 
stration. She was well sold and 
merely wanted a practical demon- 
stration of how to use it. 


$100 Slogan Contest 


S the readers of this page seem 
A to be much interested in prize 
contests, we are going to tell you 
about one that has our friendly in- 
terest. It presents an opportunity to 
earn $100 and those of you who have 
been exercising your wits on think- 
ing up titles for the Sepia Section 
photographs, can get into this con- 
test. 

The Domestic Ironing Machine 
Association has offered $100 reward 
for the best slogan expressing the 
thought “Every home should have 
an ironing machine.” Some one is 
going to get a nice vacation fund out 
of this contest and we suggest that 
you put on your thinking cap and 
get into it. The slogans should be 
sent to “Domestic Ironing Machine 
Manufacturers Slogan Contest, care 
Glenn A. Wilson, 120 Liberty Street, 
New York City.” We admit that it 
is an unusually long address to 
write and you may have to use a 
large envelope, but the reward is 
worth it. The judges will be editors 
and managers of electrical merchan- 
dising publications. 

Now we will get back to our sales 
stunts. We think that was a pretty 
good job that Mrs. Owens did and 
she made one point that is well worth 
remembering for your sales talk: 
That the lessened effort required to 
handle electric appliances permits 
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Address the Editor. 


HTT LHL LEE | MT 
the user to do a job very thoroughly 
without entirely eliminating herself. 
‘The next report comes from a dem- 
onstrator in a store and to avoid any 
possible contrast of makes, we will 
eliminate her name as well as the 
competitive makes. We want, how- 
ever, to call attention to her state- 
ment about not saying anything cri- 
tical of competitive appliances: 


Meeting Competitive Demand 


HIS man came into the store 
¢ apparently with instructions to 
buy a certain brand of iron. As we 
stocked that iron only for urgent de- 
mand and the store made a leader of 
the iron I represented, naturally I 
was anxious to transfer him to my 
kind. 

Instead of merely wrapping up the 
iron that he asked for, I placed it on 
the counter beside my iron. I then 
called his attention to the many good 
points of my iron but did not say 
anything at all about the other. If 
he wanted to look it over and see if 
it duplicated the points I made (and 
it did in some respects, that was his 
business. 

Finally he terminated the inter- 
view by saying he would not buy 
anything different without consult- 
ing his wife but that he was im- 
pressed. A few days later he and 
his wife came in together and after 
a demonstration she bought my iron. 
Again I did not refer to the iron that 
she had sent for but left one stand- 
ing on the counter close by the dem- 
onstration at all times and as Il 
pointed out features of my own iron, 
I noticed that she often looked at the 
latest model of the iron that she had 
been using and which she thought 

(Continued on page 51) 








New 


A Junior Waffle Iron 





This waffle iron with a 5-in. grid 
is recommended for many purposes 
besides baking waffles. It is said to be 
very fine for baking cocoanut or choco- 
late cookies, patty shells, shortcake 
biscuits and other sorts of desserts. 
The size makes it very attractive for 
some kinds of service of waffles. It is 
regular STAR-Rite construction and 
carries all guarantees of the Fitz- 
gerald Manufacturing Co., of Torring- 
ton, Conn. The price is $3.95. 


Two Thermostatic Plugs 








Two models of thermostatic plugs 
are announced by The Frank E. Wol- 
cott Mfg. Co., of Hartford, Conn. 
Their use is especially recommended 
for irons. The Torrid Automatic Safety 
Plug stops the current at 600 deg., 
thus eliminating overheating of the 
iron. The current is restored by push- 
ing a convenient button in the plug. 
The Torrid-Thermo plug is equipped 
with a dial that permits controlling 
the temperature of the iron or appli- 
ance over a considerable range of heat. 
The heat control plug is automatic in 
action. Both list at $2.50. 


-_-- 


Washer-Dryer Type Machine 


This new type ABC washer is recom- 
mended to wash and dry eight pounds 
of clothes in twelve minutes, six min- 
utes being required for the action of 
the suds and two rinse waters and six 
minutes for the drying. The makers 
assert that eight pounds of clothes run 
through an ordinary wringer will yield 
a pint of water in this dryer and that 
the clothes are not tangled in the 








process. Aside from the performance, 
strong claims are made for the machine 
from a mechanical viewpoint. It is said 
to be a compactly built single machine, 
both tub and dryer being seamless, 
drawn from one piece of Armco ingot 
iron, lined with two coats of Alco blue 
vitreous enamel. The outer surface is 
enameled, then painted battleship gray. 
The new machine is known as “ABC 
Spinner” and the washing action is the 
gyrator type and the dryer the cen- 
trifugal type. From the dealer angle, 
note is made of the small space re- 
quired for display, light shipping 
weight and large washing and drying 
capacity. “ABC Spinner” is made by 
Altorfer Bros. Co., Peoria, Ill. 





Plug Cap With Handle 







PATENTED 


This plug cap will save much impa- 
tience and many broken fingernails, as 
the handle permits it to be withdrawn 
easily and safely. It will be especially 
appreciated when used with cleaners, 
toasters and other appliances that are 
often connected and disconnected. It 
has all of the advantages of the 
armored cap as the ferrule is of steel. 
The type illustrated is manufactured 
by the Beaver Machine & Tool Co. of 
Newark, N. J., and a color range of 
finish is offered. The suggested retail 
price is 25 cents. 





Arrow Canopy Pull Sockets 





The Arrow Electric Company, Hart- 
ford, Conn., recently brought out a new 
canopy pull socket, having a hook on 
the upper ring which slips over the 
guide chain and holds the interior in 
the shell. A notch engages with the 
canopy ring and prevents the socket 
from rotating. The socket ring threads 
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on the Uno bead and binds the socket 
firmly against the ring in the canopy. 
Made with 8 and 36 inch chain and 42 
and 50 inches of cord. 


New Model Hamilton Beach 





A new model Hamilton Beach cleaner 
is offered for the spring trade to sell 
at $52.50. Norma ball bearings are 
used. The nozzle adjustment has been 
improved to make for easier operation 
and to give four adjustments, which 
makes it available for all floor cover- 
ings, from linoleum to long nap car- 
pet. The “triple cleaning action” fea- 
ture is retained; this is the suction 
that lifts the nap while loosening the 
dirt, the sweeping action of the brush 
and the vibration of the carpet from 
the combined suction and _ brushing 
action. The Hamilton Beach Mfg. Co. 
is at Racine, Wis. 





“A” Power Supply 





This unit comprises a USL “A” stor- 
age battery and a USL trickle charger 
with an off and on switch assembled 
compactly in a metal box. When this 
unit is connected to the lighting circuit 
it supplies continuous “A” power. Cur- 
rent from the lighting circuit keeps the 
battery constantly charged. 





The greatest new goods display in 
the world will be that at Atlantic City 
on the occasion of the N. E. L. A. con- 
vention, beginning June 10. 
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Established 
Popularity 


Stock a line of electric ranges and ap- 
pliances that is universally popular, give 
that line reasonable display and half 
your selling problem is solved. 


OAD on a AV ebes AO 


[. & H Electrics Ranges and Appliances 
are known and praised everywhere— hind | 
North—South—FEast—West. 


To you, Mr. Dealer, this means easy 
selling, quicker turnover, bigger profits. 


(Customers have learned to demand these | 
features of an electric range—Full Au- Be is] 
tomatic Time and Temperature Con- | 





trols, rust-proof, porcelain 





— enamel finish, one-piece 








ovens with rounded cor- 
ners. And that is why they 
demand an L & H Electrics 






Range. 
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Both our ranges and our 
fe appliances are sturdy, effi- 
* cient, attractive. They are 
4 sales-and-profit-makers for | 
4 , you. Ask your jobber for i 
| , | information about our bia? 
| f 7 products or write us. ae ar 
| | : A. J. LINDEMANN 4 
| Hoy & HOVERSON CO. i be 4 
| | 435 Cleveland Ave. «| 
| vf Milwaukee, Wis. 
it 7 Branches at 
t Opa eevee Jectric : “? m a : e g 405 Lexington Ave., New York, N. Y. 4 
ere ea a Jater Heaters’ i _ Air Heaters yee : 715 Bryant St., San Francisco, Calif. 
i ike at hook “4 +44 Py ea nko i AGES pare 1636—14th St., Denver, Colo. 4 
— | 2626 W. Washington Blvd., Chicago, III. 4 
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Saving Your Customer One Dime 


That Costs Him One Dollar 


Why the imported lamp sales are the poorest kind of merchandising 
merchant who looks to the future 


for the 


OULD you, as a merchant 
C looking to your future, de- 
liberately go into a custom- 
er’s home and break an article worth 
$2 in order to make a 10 cent sale? 
Change it slightly. Would you, as 
a merchant, sell a customer an ar- 
ticle for 10 cents that you knew will 
cost $3.20 to maintain, when you 
could sell an improved article for 25 
cents that will cost only $1.20 to 
maintain? 

Of course not! 
a question. 

Yet many merchants in this coun- 
try are doing that very thing. 

Within a year some one sold 14.,- 
000,000 imported carbon incandes- 
cent lamps in this country. If these 
lamps were used an average of 1000 
hours—which should be the life of a 
lamp—each cost the buyer of the 
lamp $2 more that it would have cost 
them to maintain a standard Ameri- 
can-made lamp, that cost an average 
of 17 cents each more at the time of 
purchase. It is safe to assume that 
each dime saved in the initial cost 
through the purchase of these for- 
eign-made carbon lamps, eventually 
costs the buyer one dollar. 

Rather expensive economy. The 
merchant should be the adviser of 
his customer in this respect. 

Merchants and others familiar 
with incandescent lamp facts and 
usage are rather apt to think every- 
body knows about the expense of op- 
erating the carbon lamps. But this 
knowledge is not as general as sup- 
posed. 


Silly to ask such 


Expensive Economy 


Recently a physician, a leader in 
his profession, rented a part of his 
flat, which also contained his office. 
To the tenant, he said: “The light 
bills run rather high, here.” 

The tenant saw that this doctor 
was using practically all carbon 
lamps. She changed them to modern 
tungsten in her part of the flat. The 
next electric bill was one-third less 


than an average bill, although the 
tenant used light freely. The phy- 
sicilan was amazed. The tenant ex- 
plained what change had been made. 

“It is astonishing,” said the phy- 
sician, “that I did not know this.” 
And to make it more surprising, this 
physician uses much _ electrical 
equipment. 


Many Are Mislabeled 


These 14,000,000 carbon bulbs 
were chiefly frosted or tinted bulbs 
and the customer cannot see the fila- 
ment, and even if she does know 
about the lamps, there is nothing to 
indicate to her what she is buying. 
The lamps, according to American 
standards, are grossly mislabeled. 

Usually, such lamps are marked 
for candle power instead of watts, 
as is the American plan. Many of 
these lamps are marked “15k” which 
the buyer often takes to mean 15 
watts, a well-known mark on small 
American-made lamps. In fact, the 
foreign lamp is really a 60-watt 
lamp and requires current accord- 
ingly. As a matter of fact, the 15- 
watt American lamp will supply as 
much light as the 40-watt foreign- 
made carbon lamp. 

The National Electric Light Com- 
pany has made a considerable study 
of this situation and has developed 
some very interesting figures. The 
N. E. L. A. is interested in the sub- 
ject because the foreign-made lamps 
cause trouble for the electric service 
company where ever used. 

Where American-made lamps are 
replaced by these lamps, the amount 
of the monthly electric bill immedi- 
ately jumps and the company comes 
in for serious complaints and a dis- 
satisfied customer is made. Where 
these lamps are used on new wiring; 
the calculations on which the house- 
holder was persuaded to put in elec- 
tricity are upset. Then the contrac- 
tor, as well as the light company, 
gets a mercantile black eye. 

Electric service stations today do 
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not want dissatisfied customers on 
their lines. The reasons are obvi- 
ous. A complaint costs too much hto 
handle. In residential districts, elec- 
tric bills are small. Complaints can 
easily eat up the profit on a monthly 
bill. Then, too, too many dissatis- 
fied customers soon put the company 
in a bad light in the community. 

At first glance it would seem that 
the electric service company would 
want these current-eating lamps on 
their lines, but business reason 
quickly shows why they do not. 
Merchants who sell such lamps are 
doing an injustice to a fellow busi- 
ness man as well as to their cus- 
tomers. 


The Technical Please 


A table has been worked out that 
shows the improvement in incandes- 
cent lamps since the beginning in 
1879, when the first incandescent 
lamp was made. The light power of 
the lamps is expressed in lumens, a 
term used to measure the output. 
One lumen will light a surface of 
one square foot to an average in- 
tensity of one foot-candle. A foot- 
candle of illumination is produced by 
a source of light of one candle- 
power shining on a surface at a dis- 
tance of one foot. 

The tabulation shows what poor 
merchandise the merchant who sells 
the foreign bulbs to his customers 
is handing out: 


Lumens 
Type of Lamp per Watt 
1879—Carbonized cotton filament... 1.4 


1880—Carbonized bamboo filament.. 1.6 
1886—Squirted cellulose filament... 2.5 
1896-——Treated cellulose filament.... 3.3 
Mazda Bargain 
Buyers Hunters 
Obtained Buy 
These These 
1905—Metallized carbon... 4.0 3.0 
1906—Tantalum .......... 5. 3.3 
1907—-Pressed Tungsten... 8.0 3.3 
1911—Drawn Tungsten.... 10.0 3.3 
1913—-Gas-filled lamps.... 12.5 3.3 
1925—Large size Mazda C 
Ds  » 656s s460-0% 20.0 3.0 


Lamps are spoken of by merchants 
who sell them as good merchandise. 
They are easily stocked, bring in a 
good volume of store traffic, make 
little trouble and a fair profit. 























Lamps and Lighting Fixtures 


r YHOUSANDS of stores with housewares and 
house-furnishing departments are today selling 
portable electric lamps with profit and satisfac- 

tion. Hundreds are selling electric lighting fixtures. 

Almost without exception the hardware and department 

store merchant selling these lines is quite happy with 

them. They present to him only the normal number of 
questions, the turnover is good and the profit more than 
in many lines handled. 

Just why more stores do not sell these lines is not 
easily explained. As to lamps, one reason probably is 
that the line is rather new as to volume. The line 
started slowly and then came with a rush. Now no 
home is complete without portable lamps. Some homes 
have many. They are a part of the decoration. 

In some respects lamps are style merchandise, but 
the best patterns are as staple as much merchandise 
not included in the style classification. It is the flashy 
stuff that is entirely style. 

Some stores started years ago selling electric lighting 
fixtures—equipment is the proper word now—and 
when they became involved in the labor tangle over 
wiring the line was dropped. The labor situation is 
now well defined and any dealer who does not care to 
hang the fixtures in the home can make average price 
arrangements with an electrical contractor. 

One of the large manufacturers recently said that 96 
per cent of his dealers are doing no technical work at 
all. They sell the fixtures delivered at the home ready 
for hanging. In some cases they buy them from the 
jobber already wired, in other cases have them wired, 
whether by a handy man in the store or by union labor, 
as the custom in the community requires. 

A department store doing the largest fixture busi- 
ness in a large city hangs very few fixtures. They 
recommend the neighborhood electrician, but have ar- 
rangements to do the work themselves if the customer 
insists and will pay their price. This store is in a town 
where union labor requirements are especially strong, 
but the store finds no embarrassment in meeting them, 
as the situation is well defined. 

For several years the lighting equipment industry 
has been talking of making a sales drive for the re- 
placement business in the homes—which is a greater 
potential market than the new buildings. But so far 
little has been done about it. 

The greatest need of the industry is more good 
dealers who will sell beauty and home decoration and 
show the customer one set of fixtures at a time in- 
stead of merely hanging a ceiling full of fixtures and 
putting the wall brackets some place on the wall where, 
maybe, they can be found for the customer to see. 

The National Association of Lighting Equipment 
. Dealers, which includes the best of the exclusive dealers, 
is awake to the situation. They would welcome into 
their association fixture department heads of stores who 
are good merchants. Within the next few years there 
is going to be an important development in the fixture 
business, and it must begin with the elimination of a 
lot of gyp dealers and manufacturers and a realization 
that fixtures are home decorations as well as lighting 
equipment. 
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FAN PROFITS FROM 
THIS BIG MARKET 
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LIST 
$7.50 or 


AC-DC 


Stock popular priced fans this season! 


Seventy million persons in the country live 
in wired homes. They are all fan prospects. 


Northwind is a fan you can stand behind 
with full confidence that the factory is back 
of you with a year’s guarantee, liberally con- 
strued. The dealer’s profit margin is satis- 
factory. 


Eleven seasons of success behind North- 
winds and 35 years of experience in fan- 
making. 


The Northwind 10-inch 3-speed oscillating 
fan at $15.00 list is another fast selling item. 


A surprisingly small investment will give 
you a good working stock of these two popu- 
lar profit-makers. More than a hundred 
distributors have stocks of Northwinds. 


Write now for the name of the nearest 
jobber, trade prices, and details of unusually 
attractive advertising helps. 


The Emerson Electric Mfg. Co. 


2018 Washington Avenue, St. Louis, Missouri 
50 Church Street, New York City 608 S. Dearborn Street, Chicago 
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A Woman “Sees 
Fifty Different Uses 
for Handy-Vac! 


Let a woman only see the Day-Fan Handy-Vac on 
your counter and its countless uses in her home im- 
mediately suggest themselves. She has had to dig 
the dirt out of couch corners with a whisk broom 
that wouldn’t fit. She has had to try and restore the 
shiny cleanliness of draperies with a brush that 
couldn’t do the job. Well does she know what this 
Handy-Vac will do. Furthermore she knows it is a 
bargain. Handy-Vac is only $18.75. 


There is only one special point you'll want to tell her 
—because it’s important. Handy-Vac has the famous 
husky little Day-Fan Motor. That’s why Handy-Vac 
pulls the air clean through a heavy piece of cloth. 
Remember, too, that it’s light—weighs less than 3 Ibs. 


Write us for information. 


DAY-FAN ELECTRIC CO. 


DAYTON . . . OHIO 





RADIO - MOTORS = 
PRODUCTS 








DAY-FAN FANS 


Not all fans perfam alike—and you can 
prove it with Day-Fan Fans. Here you 
have a product with eight hig selling 
points—-Eztra Air Delivery—Big Blades 
—Husky Motor—Heat Proof—Dirt Proof 
——Damp Proof—-38 Years of Fan Egperi- 
ence—Economical. 

Not all fans have these features and your 
customers knao it. Write ua for infor- 
mation. 


For More Than 38 Years Manufacturers of 
High Grade Electrical Apparatus 
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Some Things 


Every Salesperson 
Should Know 


from his heating appliance customers about short 

circuits—blowouts, the customers called them. After 
hearing many such complaints, and meeting them more or 
less successfully, he realized that they were coming from 
the same section of the city. He investigated. 

He found that most of the houses in this section were 
built by the same contractor, and he found that they were 
very lightly and inadequately wired. In no case did the 
houses originally have outlets, only fixture connections. 
His appliance customers were all using their appliances 
on lamp sockets and in the main were using cluster sockets 
for convenience sake. Some had passed the double socket 
stage and were using three and four socket clusters. 

It naturally followed that they used several appliances 
at a time on lighting circuits in addition to the lamps. 
After he had explained to these customers that due to no 
fault of the appliance, but because of the very light wiring 
in the house, they must submit to using less current and, 
of course, fewer appliances at a time, the complaints 
stopped. 

Incidentally, it might be reported, that he told of this 
situation to a contractor friend (not the contractor who 
had skimped the wiring originally) and in the course of 
time the contractor got quite a lot of work in the com- 
munity, putting in appliance circuits. The cost of these 
added circuits was not nearly as great as people had sup- 
posed they would be. 

The selling point of this incident is right here. Sales- 
people should tell their customers that it is very easy to 
overload a lighting circuit. The using of an iron and a 
heater, or a toaster, at the same time make too heavy draw 
or current for most lighting circuits. The strength of 
lighting circuits depends upon size of wire and it is danger- 
ous for an uninformed person to add to the strength of 
the current on a circuit by replacing the fuses in use 
with stronger ones. 

There is no danger in the use of appliances—either to 
the person using them or to the wiring—if this person 
is at all careful to follow a few ordinary rules. The 
danger point in the use of appliances is about as acute 
as that in using cutlery. A heavy kitchen knife, carelessly 
handled, is a considerable element of danger. But cutlery 
has long been used. People who will do perfectly wild 
things with electricity will handle the dangerous kitchen 
knife with safety, merely because they understand it. 

The salesperson does not see the need of warning the 
purchaser of a kitchen knife not to drop it point down on 
her or his foot. He presumes they know enough not to 
do that. Some day the acts that are today causing trouble 
with electric appliances will be just as well understood, 
but until there is a better understanding it is well to warn 
purchasers of certain things. 

What fan salesman thinks it is necessary to warn cus- 
tomers not to put fingers within reach of the blades? 
But hundreds of people have tried it, to their discomfort. 

It is a wise salesperson who asks the purchaser of any 
appliance if she is going to use it on lamp sockets or 
outlets, and then passes a friendly suggestion as to the 
proper methods of attachment, the possibility of overload- 
ing the circuit, and other points that seem immaterial. 
Something more than one million families are buying elec- 
trical equipment this year that have never used it. Be- 
cause of the extension of lines to new homes, there is a 
constant number of “green” users, and these must be 
instructed, and this should be done when and where they 
buy the appliances. 

The electrical industry has done wonders in making 
appliances foolproof, but some fools are very smart in 
finding a way to get around the obstacles the engineers 
build against them. 


R item is an appliance dealer had many complaints 
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OTHING can long stand in the way of 
progress. The reign of the messy oil- 
_canin the realm of household appli- 
ances, is ended. The ball-bearing 
motor now claims the approving allegiance 
of American housewives. 


More ball-bearing-motored appliances—vac- 
uum cleaners, washing machines, ironers, 
and the like—will be sold this year than in 
any previous year. More manufacturers are 
offering them, than ever before. More dealers 
will be selling them—and profiting by the 
wave of popular approval of these better, 
cleaner, more dependable appliances. 





If you do not already know what appliance man- 
ufacturers are offering this great improvement, 
a request to us will bring you the information. 


“NORMA” Precision Bearings 


were the first ball bearings used NORMA- HOFFMANN BEARINGS CORPORATION 
in quantities, in electrical utilities. STAMFORD, CONN Sg . 
And more of them are being used NB-869 


today, in high-class household (2 (@ 
appliances, than of allother 
“anti-friction” bearingscombined. 







There is a good reason—which it 


is to your advantage to know. 


CZSTON 
QD BALL BEARINGS 
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“They Keep a-Running” 








Century 16-in. Portable Oscillating Fan 
Built for A. C. and D. C. 


Lifetime Service 


Century 16-inch, 3-speed Oscillating Fans are 
designed to and they will “Keep a-Running” 
summer after summer with maximum service 
and minimum attention, because :— 


(1) 


Fully enclosed fan motor prevents the 
accumulation of dust inside the motor. 


Extra-strong, enclosed oscillating gears are 
packed in graphite grease. 


Bearings are made from phosphor bronze 
—the best bearing material obtainable. A 
figure-8 oil groove insures even and posi- 
tive distribution of oil over the entire bear- 
ing surface. 


) Solid brass blades will not rust. 


Pressed steel stand combines light weight 
with unusual durability. 


The Century fan line includes: 


Stationary 9-inch Portable, |-speed switch in base, for A. C. 

Oscillating 9-inch Portable, |-speed switch in base, for A. C. 

Oscillating 9, 12 and 16-inch, 3-speed Portable, for A.C. 
and D. C. 

Ceiling 58-inch sween, 3-speed, for A.C. and D.C. 

Ventilating !6-inch, 3-speed, for A.C. and D.C. 


Send for complete sales information 


CENTURY ELECTRIC COMPANY 
1806 Pine St. St. Louis, Mo. 


32 Stock Points in the United States and More Than 50 
Outside Thereof 














Portable 











The Salability of Radio 


T a recent meeting of the eastern section of the 

A tasio Manufacturers’ Association, Dr. Alfred N. 

Goldsmith, chief broadcast engineer for R.C.A., 

presented an analysis of radio from a selling standpoint 

that will serve the merchant as an excellent basis for 

judging his merchandise. 

The radio manufacturer, said Dr. Goldsmith, is first 

of all selling only two things: 


A—Engineering Brains 
B—Artistic Taste. 


The speaker then proceeded to more minute specifica- 
tions and set forth these seven points for passing judg- 
ment upon the receiver: 


1 Simplicity 

2 Selectivity 

3 Volume 

4 Reproduction 
Reliability 

6 Appearance 
7 Cost. 


In explaining the first point, the speaker said that the 
day of tinkering was past and when the customer came 
to the merchant for a radio receiver, he wanted some- 
thing with as few gadgets as possible and something 
that he could turn to what he wanted to hear with the 
least fuss. The next point, selectivity, is closely related 
for, when he turned to the station he desired to hear, he 
liked to hear it uncomplicated with other sounds. 

Volume and reproduction are related points and the 
receiver must have volume to make itself heard where 
it will be used. That place may be on an isolated farm, 
or it may be near an elevated railroad or in the midst 
of a noisy factory district. It must have volume to 
meet these conditions and at the same time have a re- 
production quality that will make the sounds heard in 
sufficient volume somewhat similar to those the listener 
would hear were he in the broadcasting studio or hall 
where the entertainment is given. 

Reliability covers many things. First of all the jars 
and jumps in course of delivery from factory to home 
and then the incidental moving in house cleaning times 
as well as frequent changing about of furniture. 

Appearance means many things and will always offer 
a wide field of design possibilities but chiefly it means 
that the receiver must look well with the other furniture 
of the household or office. ‘Some day,” said Dr. Gold- 
smith, “I expect a special corps of radio cabinet design- 
ers, just as now we have special furniture designers.” 

Cost is an ever-present element. If the article costs 
one dollar more than the prospect can or will pay, the 
receiver might as well never have been made so far as 
this prospect is concerned. Every manufacturer and 
every dealer, in fixing the price of his merchandise, 
automatically decides to what field of customers he will 
appeal. There are buyers for all prices of merchandise, 
including radio receivers, and the manufacturer and 
dealer are answering an important question when they 
fix the price. The dealer must take into consideration 
the price ability of his customers in the selection of the 


set he is to sell. 
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Medel 10, 8” Blades 
Retails at $5.50 
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Model 20, 2-Speed Oscillating, 10” Blades 
Retails at $10 





Model 30, 9” Blades 


Retails at $7 


Right Now Is the Time 
to Order Eskimo Fans 


The summer and hot weather will soon be 
here and the well supplied jobber and 
dealer will have a decided advantage when 
the public starts to buy. Eskimo Fans are 
proving a revelation in the fan business. 
Their extremely low list price and the dur- 
ability and service they are giving every- 
where make them a very profitable line for 
both the jobber and dealer to handle. Made 
in three models from the highest grade ma- 
terials obtainable. Send in your order now 
or write for further particulars, discounts, 
etc. 


UNnitep ELECTRICAL Mec. Co. 
Adrian, Michigan 


Also Manufacturers of 
Eskimo Kitchen Mechanic and Ventilating Fans 





SPECIFICATIONS 


Has full eight inch bronzed blades with off and on 

Model 10 switch mounted on base. Self-aligning bearings and 
swivel joint. 8 feet of cord. Operates on 110-120 volt 
A.C. or D.C. current. Positively guaranteed not to 
creep. 


Model 20 Two speed ten inch oscillating fan_ with two speed 
toggle switch in a heavy cast base. Self-aligning bear- 
ings. Swivel joint adjustable to any angle. 8 feet of 
cord. Operates on 110-120 volt A.C. or D.C. current. 
Positively guaranteed not to creep. 


Model 30 Has full nine inch bronzed blades and heavy, quiet- 

ode running motor with self-aligning bearings and swivel 
joint. 8 feet of cord. Has toggle switch in base and 
positively guaranteed not to creep. Operates on 110-120 
A.C. or D.C. current. 
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Hlectrical Business Briefs 


the National Electrical Manufacturers’ Associa- 

tion are included in a recently published handbook 
from the headquarters of the association at 420 Lexing- 
ton Avenue, New York City. A surprising number of 
standards and accepted practice are set forth in the 50 
pages, including such items as antenna package, instruc- 
tions for antenna installation, radio jacks, condenser and 
rheostat mounting, temperature tests for loud speakers, 
tests for audio coupling devices, allowable potentials on 
loud speaker tubes, etc. The handbook will be valuable 
to dealers and service men and sells for the nominal 
price of $1. 


Re standards adopted by the Radio Division of 





Society for Electrical Development announces a num- 
ber of dealer helps for the June Bride Gift Season. 
Among the attractive features are: life size bridal figure, 
lithographed in five colors with easel back; smaller win- 
dow display panel, 211% x 31 in 10 colors; special adver- 
tising copy layouts for local newspaper use and series of 
publicity notices. Further information regarding the 
exhibits will be furnished by the Society at 522 Fifth 
Avenue, New York City. 


Splendid reports come from the women who attended 
the first Home Economics Short Course in Electrical 
Equipment at the Iowa State College, Ames, Iowa, last 


month. One hundred women, mostly identified with 
electrical educational and sales activities were present 
and put in a busy week with lectures and laboratory 
demonstrations. 





The Hoover Co., North Canton, Ohio, announces a 
nation-wide trade-in plan which will be established 
locally only when the dealer consents. The plan was 
drafted after years of study and the promotors believe it 
will correct evils that have grown up. The trade-in value 
of all cleaners are established on age, condition and 
demand for reconditioned cleaners. All machines ac- 
cepted as part down payment for a Hoover must be com- 
plete and in running condition. Inspection and appraisal 
will be made by salesmen and this must be confirmed by 
the Hoover factory or service station. No price advance 
was made to cover a trade-in allowance. Several well 
designed dealer help booklets have been developed to 
cover this subject for the dealer and his customer. 





At recent sectional meetings of the Artistic Lighting 
Equipment Association in Cleveland, the Parts Manu- 
tacturers group adopted a resolution pledging each mem- 
ber not to closely imitate patterns announced by other 
members. The Wiring Device group adopted a resolu- 
tion that members of the association use only Under- 
writers’ labeled wire and that the Board of Underwriters 
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SELL WIRING DEVICES FOR YEAR ROUND PROFIT 








stands behind it. 


SS 


Consider the advantages of handling a line of 
electrical wiring devices complete in every 
detail, known and called for by its trade name 
because of the integrity of performance that 























































The Title Is 


“With Expectation Guaranteed” 
The $15 Prize 


For the best title for picture in Sepia Section of next te 
last issue was won by 


C. D. Allen 


Salesman, Dunlap Bros. & Co., Ltd. 
Hardware Merchants, 
Amherst, Nova Scotia, 

Canada 











govern the specifications regardless of whether the wire 
be 1/64th or 1/32. It was also recommended that mem- 
bers of the organization use regularly approved listed 
wiring devices. Still another resolution recommended 
to the Board of Underwriters that their standards be 
raised rather than lowered. 





The Anylite Electric Co., of Fort Wayne, Ind., manu- 
tacturers of the Anylite plugs and switches, announces 
that in the new plan of merchandising discounts to job- 
bers have been substantially increased. This is one of 
the measures taken in providing for a larger distribution. 





Clements Manufacturing Co., 601 Fulton Street, Chi- 
cago, announce several changes in the staff, which leaves 
the following organization: George Clements, president ; 
W. J. Clements, vice-president; J. S. Morgenson, secre- 
tary-treasurer; H. D. Payne, manager cleaner division; 
F. H. Delaplane, manager utilities division; J. W. Stokes, 
manager blower division; Gordon A. MacLean, advertis- 
ing manager. 





The Fifth Annual Home Lighting Course for women 
will be held at the Edison Lamp Works, Harrison, N. 
J., a closeby suburb of Newark, the week of May 9. 
There is no tuition charge and the effort is to educate 
the women who sell home lighting to housekeepers. 
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Why 
The Trade 


Demands 


TRIANGLE Goods 


—and then 
make sure 
that they 
get them 


Every inch ot Triangle wiring ma- 
terial is made as though for use in 
extra-hazardous locations. Of all 
our materials we say “It’s got to be 
perifect—or it’s no good at all!” 


Knowing this, those who use Tri- 
angle Products are never in fear 
ot come-backs or slip-ups. And 
that is why they always make sure 
to identify these materials by the 
little triangles on the armor, by the 
Triangle Label, or the purple thread 
under the braid. 
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TRIANGLE 
PRODUCTS 
ARMORED “TRIEX”’ 
CONDUCTORS (Non-Metallic 
(Round and Flat) Sheathed Cable) 
FLEXIBLE RUBBER 
STEEL CONDUIT COVERED 
LEAD-ENCASED 
eric te pene 
CONDUIT CONDUIT) 
(Enameled and Gal- 
rot vanized, Elbows 
WIRE and Couplings) 


(Code, 
Intermediate 
30%) 


* ARMORED 
CABLE 
TOOL 





“Making it easier for the Contractor” 


TRIANGLE CONDUIT CO., INC. 


General Offices: 
Dry Harbor Road and Cooper Ave., Brooklyn, N. Y. 


Factories: Brooklyn—Chicago—Butler, Pa. 
In Canada: Canadian Triangle Conduit Co., Ltd. 











| 




















Endless Chain of Battery Profits 


(Continued from page 25) 


but I am sufficiently enthused over what has come to us 
to pass along the suggestion. However, you should 
bake your own tests. 

There are four of us in the store and two of us divide 
our time (and it really takes a ridiculously small amount 
of time when you do it systematically) attending to the 
batteries. 

For the sake of customers’ records, we got a thou- 
sand medium sized punch-hole tags and had a rubber 
stamp made. These tags are attached to every in- 
coming battery af upon its arrival at the store 
and, it is a good advertisement and a natural 


Once 


once on, 











Over 1% million 
radio sets are now | 


Balkite equipped 


FANSTEEL PRODUCTS CO., Inc., North Chicago, Illinois 
FAN STEEL Radi 
10 


Balkitep® mer Units . 






























SAVED CURRENT 
AND SAFETY 
Will Appeal to Your Customers! 


\ny light 
brilliance 
hy simply 
closet and 






\nylite—from full 
Gradual diminishing 
pulling the chain. [Every hall, bathroom, 
sick room should be Anylite equipped. 
The attractive Anylite counter display 
card holding ten regulators helps you sell 
them. 


they want with the 
to absolute darkness. 












Keep in mind the complete 
Anylite Line: Anyhte Reg- 
ulators, Plural Plugs, Wall 
OQutlet Plugs, Portable 
Switches, King Cole Radios, 
\erial Wire and Magnet 
Wire. 












Write for Prices 
and Particulars 


ANYLITE 


Electric Co. 
Fort Wayne 
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stimulus for the battery to come back to us next time. 


It really works this way. 

And now for the second element of profit in bat- 
teries for the radio dealer. 

This concerns itself with the installation of so-called 
battery eliminators or light socket powers. 

In other words, you can tell your customer: 

“Now you can run your radio from your electric 
light current.” 

This business is necessarily smaller in volume because 
the equipment to be installed costs much more, as an 
initial equipment purchase, than does an equipment of 
storage A battery and dry B batteries. 

By specific comparison, in storage As, we furnish a 
first quality 100 Amp. Hr. battery for $16.50, whereas 
the light socket A power sells for $36.50, and the com- 
bination A-B socket power sells for $67.50 in the six- 
volt outfit—a bit less for the four volt. 

But there is a certain steady sale for them, as we 
have found in the past two seasons. 

The make we have sold for two seasons is practically 
foolproof and thus obviates service calls. 

We have found our most logical customers for either 
type to be the owners of sets installed by us either last 
season or the first part of this season. 

The reason that these folk make the best prospects 
according to our experience, is that they embody two 
good selling points: 





(1) Their sets are paid for and they have long since 
balanced the cost of the outfit against the con- 
tinual pleasure to be derived from them. There- 
fore the extra cost does not loom up so promi- 
nently. 

They have come to realize the importance of full 
power at all times for, as you know, the best 
storage battery has a malicious habit, now and 
then, of going “dead” during a splendid concert 
when the neighbors have been invited in. 

Our policy has been to take their storage battery off 
their hands at a liberal allowance, since there is a fair 
dealer profit in the sale of light socket powers. 

These second-hand batteries are placed in our string 

“loans’’ and every time they go out as a loan they 
bring in 25 cents, a reasonable portion of which charge 
is profit for us—every time. 

Also, we dispose of them as second-hand batteries 
to customers who purchase trade-in sets, thus cutting 
down the cost of a completely installed trade-in for the 
purchaser. 

So, you see, the whole proposition of our discussion 
is closely interlinked and every link carries a profit to 
the dealer, just as long as he keeps the ball rolling and 
doesn’t fall down in any part of the process. 

Really, it’s as simple as can be when you once get it 
operating smoothly. 

If you have followed along with us through these 
columns of ELECTRICAL GoopDs, you will be familiar 
with our methods. 

The results are these: 

The customer is satisfied and stays a customer. 

The radio department makes a worth-while profit. 

And speaking of profit, that’s what we are all in busi- 
ness for. 

Why not look into this battery business for your 
own community and tie it, as a profit-maker, to your 
own radio department? 

















More and Better Sales by Better 
Salesmen 


(Continued from page 39) 
she wanted. As she left with my iron, she remarked: 
“I never thought any one could interest me in any 
iron except the one I have been using, but I am sure I 
will like this one and am glad you did not say anything 
against the kind I have been using.” 





Meeting competition in makes of appliances where 
both have merits is always a difficult task, and the 
writer points out here that it can be done without say- 
ing one word against the other merchandise. She 
merely appraised her own, and from what we know 
about irons, we think that the buyer knew that a good 
many of the points she made about her own iron were 
duplicated in the other iron and that the sale was a 
tribute to salesmanship. We believe the lesson is 
worth $2. 


Service Company Displays 
Appliances, Merchants Sell Them 


(Continued from page 19) 
tice of bringing customers to the Bureau’s headquarters 
in the downtown district to demonstrate one machine 
on the floor with another. 

This gives the salesman an opportunity to prove his 
argument, if it is susceptible of proof, and it enables 
the housewife to buy “with her eyes wide open,” so to 
speak. The salesman who uses this method soon finds 
that there are fewer “comebacks.” His customer is 
better sold. 

It is this idea that the Bureau is now bringing to 
the smaller dealer through its representatives and its 
advertising of various kinds. Eventually, it is hoped 
that these smaller dealers will realize that this display 


room is actually their downtown salesroom to which 
they may freely bring their customers and have demon- 
strated to them appliances which the dealers themselves 
do not carry in stock—and do not even need to stock. 

In actually merchandising electrical appliances the 
new scheme has worked out in other directions, as well. 
The attendants here have actually closed sales by calling 
the dealer or jobber to the display room to meet the 
prospect. 

A recent order of this kind amounted to 156 electric 
ranges for a large apartment house; another order was 
for 20 ranges, and there have been a number of others 
for lesser amounts, to say nothing of innumerable sales 
of smaller appliances that have taken place on the floor 
of the display. 

So that, instead of being merely an exhibit this de- 
partment of the Bureau’s work has become a distinctly 
valuable ally of the Los Angeles electrical appliance 
merchant. 





manutacturers and distribu- 
has removed from 
New York 


Baitinger Electrical Co., 
tors of electrical and radio material, 
100 Chambers Street to 95, the same street, 
city, in order to gain more space. 

Berma Appliance Corporation has been organized by 
four men recently identified with the Russell Electric Co. 
The officers of the new company are: P. C. Bandy, presi- 


dent; M. V. Rutherford, vice-president; George Eng- 
brecht, secretary; Walter J. McMahon, treasurer. The 
Berma Corporation has opened offices at 17 North 


Wabash Avenue, Chicago, and will soon open an office in 
New York, where Mr. Bandy will be in charge. An- 
nouncement of the line of products will be made soon. 
The third move in the history of The Harry Alter Co., 

jobbers of electrical and radio supplies, will take the 
company into its own building at Michigan Avenue and 
i8th Street, Chicago. The new building will have 90,000 
square feet of work space. Harry Alter and his three 
brothers constitute the company. 





$950 


aa Desk Lamps 
The Aristocrat Flood Lights 
Ingenious daylight fea- Spreadlytes 


ture furnishes SO 
NO-G LARE light. 
Strong sales fea- 
ture. 










BUYERS! 
“SELLERS” re. commerciat Use 


SUN-RAY LIGHTING PRODUCTS CO. 
Electrical Dept., 119 Lafayette St., New York 


we offer 
proven 





The “Spreadlyte,’’ a rapid 
seller for industrial uses. 
Also Spot and “Flood 
Lights for windows. 
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—or lawn. 


Birnbach Loud Speaker Units 


No. List Price 
120- 20 Foot Complete $1.00 each 
30 Foot Complete 1.40 each 


121- 
3 122- 40 Foot Complete 1.80 each 
we 123- 50 Foot Complete 2.20 each 
‘ ; 124-100 Foot Complete 4.20 each 
_M 


Let us send our catalog 





370 SEVENTH AVE. 









The Spring and Summer radio accessory season is on the 
way. Fans all over the country will buy loud speaker ex- 
tension cords to move the speaker to the porch—sun-parlor 
Be sure your stock is adequate. 


Birnbach Products Include: 
Radio Battery Cables made in 5, 


standard and continuous lengths 
of 100 foot coils. Replacement 
loud speaker and head set cords, 
battery connectors suitable for 
dry cells, ““B”’ and 
Assorted lengths. 


= | BIRNBACH RADIO CO. 










ca Oe 


8, 9 and 10 conductors, in 








““C”’ batteries. 





NEW YORK CITY 
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Facts every dealer and his salesmen 
should know about Crosley 


in order 


to put forth their best selling effort! 


Crosley circuits are designed to bring 
in the maximum number of stations. 


Crosley single drum control will 
tune all nearby and powerful stations 
better than most one dial sets—but with the 
““Acuminators’’ (secondary tuners) hosts of sta- 
tions may be enjoyed which are entirely 
missed by strictly one dial sets. 





Crosley possesses licenses that enable 
them to manufacture an exceptionally 
efhcient circuit. They do not radiate and 
annoy neighbors. 


Crosley prices are low because Crosley 
manufactures in large quantities. Costs 
are spread over a multitude of units. Pur- 
chasing power is enormous. Savings are 
tremendous. 

The Crosley plant is one of the largest in the 
country and as far as can be ascertained has 
turned out more pieces of radio apparatus than 
any other radio concern. 


The Crosley engineering laboratories are 
headed by radio engineers of national repu- 
tation and achievement. 


The Crosley 


Crosley resources are strong. 








THE CROSLEY 
MUSICONE 
Enormous demand 
has kept price at an 
incredible low level. 
Patented actuating 
unit will reproduce 

sound perfectly. 


12-inch size—$ 9.75 
16-inch size—$14.75 


Radio Corporation is one of the few radio com- 
panies to show constant earnings year after year. 


WLW, the Crosley Super-power broadcasting 
station, constantly supplies many enjoyable hours 
of clean entertainment. WLW is included in 
the first ten preferred stations according to votes 
now being taken by a national radio pub- 
lication. Their local polling shows WLW 
is also among the first ten stations in 
leading cities. 


Musicones are the outstanding loud 
speaker success. Hundreds of thousands 
have been sold. They reproduce at $9.75 
and $14.75 as sweetly, accurately and with 
as great volume as the most expensive 
loud speakers on the market. 





The secret of the Musicone quality, 
volume and perfection is in the Crosley patented 
actuating unit—not the cone. 


Crosley Battery Type Radios.......... $29 to $98 
Batteryless Radios........ oeeeceeeseeg70 and $95 
Be ee ES ho cansnccesekeessionces $50 
NS kc cndtarnadennsescutad $9.75 and $14.75 


Write Dept. 132 for descriptive literature 
The Crosley Radio Corporation, 
Cincinnati, Ohio 


Powel Crosley, Jr., Pres. 
















and Get ONLY in= 
Vac-A-Tap 


Non-corrosive rust proof tub of special alloy steel 
retaining water-heat. Soapy alkalis cannot pit or 
corrode it. 


Unit assembly—nothing whatever on base Live 
Impellor reserve- -power motor, drive shaft, etc., all 
assembled in one unit. 


Direct drive—quiet, vibrationless—no belts. Pat- 
ented drive shaft coupling automatically self-center- 
ing the hinged motor. 


Detachable base and wringer. Tub rests on detach- 
ab'e adjustable height base. Latest improved safety 
designed wringer, instantly removable, locks in five 
positions. 


Especially ye mechanical features eliminating 
all necessity for oiling. 


Here’s What Women Want 














It “CLEAN S ~and PROTECTS mas it CLEAR 


SETTING NEW 
SALES PACES 
forMERCHANTS 


Chief among these 7 superiorities, each of which has a 
definite cash value, is the famous LIVE IMPELLOR 
with its scientific suction-squeezing—vacuum-tapping 
action. Hundreds of dealers who have been quick to 
grasp the sales possibilities of this great advance in 
washing machine design have already placed their wash- 
ing machine business in a new plane of prosperity. 
Follow their lead. 


Buy for The Housewife 
Instead of Against Her! 


Women today are cicaies on washing machines. Be in 
position to offer them a machine that in all respects fully 
lives up to their expectation—a machine that washes 
cleanest; saves minutes; saves clothes; saves disposi- 
tions; saves dollars. 


Bear in mind that VAC-A-TAP, designed by an 
engineer of lifetime experience in washing ma- 
chine construction, is backed by one of the 
strongest financial organizations in America. 


To speed up sales and 
profits investigate—NOW 


Write to Dept. A 


The Vac-A-Tap Company 
Holland, Michigan 






























































THE LEADER — 
IN ITS FIELD— 


each with its own distinct 
appeal to a class of buyers: 


Tie Win hon oumealik sises sehk: boctince 
it is built by the engineers responsible for 


the development and sieigilicetion | of broad- 
casting. Because it combines the research 


and skill of 200 eminent scientist and radio 
stinghouse and Gen- 
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MADE BY THE MAKE us OF THE 








